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For years, The Franklin Glue Co. has been known for its quality 
adhesives. Its tradition of excellence has been firmly 
established with the best professional cabinetmakers and the 
most discriminating craftsmen. 


This same insistence on quality has been applied to the 
complete line of Franklin products. Each was created 

to give the finest performance in the field of its intended 
application. Each truly deserves the Franklin 
reputation of: “The Choice of Fine ie Em, 
Craftsmen Everywhere.” =~ 
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THE FRANKLIN 
mn GLUE COMPANY 


glue) COLUMBUS 15, OHIO 
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THIS PROFITABLE 


WELL SUPPLY 


PROTECTO -SCREEN WELL POINT 
for recky, gravel soil 


Filtering unit is fully protected. One piece, forged steel 
drive point. Larger inlets, 30% more holes, produces 2 
to 3 times more water. 


CAPITOL WELL COUPLINGS 
Drive-Well, Drive Pipe, Reamed and Drifted, V/ell 
Drillers, Water Well Casing and Standard Merchant 
are some of the different types of Capitol Cou- 
plings available. Made to exacting specifications 
for perfect performance. 


DRIVE SHOES 


Machined from forged steel with deep recesses 
in shoulder; tapered threads. Cutting edge 
heat-treated for additional hardness without 
brittleness. Made for superior service under 
the most severe driving conditions. 


DRIVE CAPS 
Made of the finest forged steel which imparts 
a tensile strength far in excess of requirements. 
Machined and vented in accordance with stand- 
ard specifications. 


ALL RED-I-WELL POINTS 


Outside 
skeleton 

se” 
protects screen \\ 
on inside. t 


eliminate screen damage, 
increase profit 
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NIPPLES -—— UNIONS — RADIANT HEAT FITTINGS 
WELL SUPPLIES — STEEL PIPE FITTINGS 


ae)') 18), ic. 
FURNACE COILS —_ 


Hot-dip galva- 
nized inside and 
out; carefully 
threaded with 
standard pipe 
threads for per- 
fect alignment. 
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Covered with 
the finest brass 
gauze, in all 
mesh sizes, 
Gauze protected 
by perforated 
brass jacket. 
Carefully made. 
Rigidly in- 
spected. 
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One-piece 
forged steel 
drive point is an 
integral part of 
the well point. 
Eliminates sand 
or mud leaks. 
Assures straight 
driving. 





ARE INDIVIDUALLY CARTONED | 


MANUFACTURING CO. 


DIVISION OF HARSCO CORP. 
COLUMBUS, OHIO 





& 
New déluxe companion | 
to the famous 
Yale.’80"... priced under $3.00 


- YALE 85 NIGHTLATCH 


All the features of the rugged Yale “80” dressed in a modern, smoothlined design that sells on sight. Packaged in its 
own “salesman” —an eye-catching display shelf-box with latch in transparent plastic bag. Five-pin tumbler keying — 


operated outside by key—inside by knob. Latchbolt can be held back by stop. Same cylinder and screw hole locations 
make the new “85” interchangeable with the Yale “80”’ 


Contact your jobber or write The Yale & Towne Manufacturing Y yay a r & TOW N E se 


Company, Lock & Hardware Division, White Plains, N. Y. 


Want more facts? Circle 101, p. 53 


YALE—REG.U.S. PAT. OFF. 
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Quality Rayon 


Individually packaged 
and labeled in 
polyethylene bags 


This is our finest quality 

mop head—made from durable 
absorbent rayon yarn—in a 

full range of sizes— 

§ oz., 12 oz., 16 oz., 24 oz., 32 oz 
1 doz. pkg. 


ARTICLE ™ ie” E a We also manufacture a full line 
559 —— PO. of cotton mop heads. 


Put your confidence in 
the QUALITY LINE... 


Vinyl! Weather Stripping Mop Heads 

Weood Giue Wrapping Twines 

Braided Nylon Line Kitchen Lines 

Seine Twines Express Twines 

Seine Cords Chalk Lines 

Trot Lines Parcel Post Twines 

Staging Polished India Twines Orders of $75.00 or more, freight 
Venetian Blind Cord Plastic Clothes Lines ~ prepaid. Orders of less than $30.00 

» aga | ate Twine | f. 0. b. Mill, Lawndale, N. C., Van Nuys, 
Clothes Lines Nylon Casting Lines Calif., Marietta, Minnesota, Dallas, Texas, 


po pe sete rkge se or Waynetown, Ind. Orders of $30.00 to 


Starter Rope Freezer Tape $50.00, freight allowed to $1.00 per cwt. 


_ Jump Rope Polyethylene Ropes Freight prepaid does not include extra 
ae : charges incurred outside carrier’s 


; regular zone of delivery. 


ESTABLISHED 1873 eve af ; S ompany LAWNDALE, N. C. 


14346 Bessemer St., Van Nuys, Cal. © Marietta, Minn. © 3104 Gaston Ave., Dalias 26, Texas @e Waynetown, Ind. 
Want more facts? Circle 102, p. 53 
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ASSORTMENT NO. 38 


7 types and sizes of 
welded and weidiess chain 


your cost $91&° 
your prorit $107 45 





ASSORTMENT NO. 46 


4 popular sizes of 
proof coll chain 


your cost $878° 
your profit $507° 


By Popular Demand-—a NE 
ACCO Proof Coil Chain Salesmaker 


@ You asked for it, now here it is—-the new Acco 
Proof Coil Chain Salesmaker. The perfect companion 
to the popular Welded and Weldless Chain Sales- 
maker, this new rack display lets you round out floor 
stock with the four sizes of proof coil chain that your 
customers most frequently ask for. Side by side, both 
self-service units consume less then 5 square feet of 
floor space. But best of all, they put chain out where 
customers can see it...feel it...and buy it! 


And when they buy it, you make money! Take the 
new Proof Coil Chain Salesmaker. You pay just 


ORDER FROM YOUR 
DISTRIBUTOR 

Contact your American 
Chain distributor for com- 
plete information about 
these items or write York, 
Pa., office for free litera- | 
ture DH-377 and DH-79. 


$87.80 for four reels of chain (sizes—*%, 14, %, 3%) 
and get the display rack FREE! Sold at suggested re- 
tail prices, your investment produces a $50.70 profit. 
You have three different assortments to choose from 
— (No. 46) Self-colored chain, (No. 46A) Extra-Bright 
Zinc-plated, (No. 46B) Hot Galvanized finish. 


Put new life into your chain sales by ordering an 
Acco Proof Coil Chain Salesmaker from your Acco 
distributor now. And if you don’t already have an 
Acco Welded and Weldless Chain Salesmaker, order 
one at the same time. 


. AMERICAN CHAIN 


American Chain Division * American Chain & Cable Company, Inc. 
Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 


Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, *Houston 
*Los Angeles, New York, Philadelphia, Pittsburgh, *Portland, Ore., *San Francisco 
*Indicates Warehouse Stocks 


Want more facts? Circle 103, p. 53 
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Editorial 


by W. A. Phair 


What is a bargain 


One of the more unpleasant aspects of the times in which we live is 
the way we seem to have confused the meaning of “bargain” and 
“cheapness.” 


There appears to be an almost universal emphasis on getting a 
“bargain.” But when you examine this emphasis, you quickly realize 
that what people are really talking about is “cheapness.” These two 
words are practically synonymous today. 


The search for a bargain is understandable, but we seem to have 
lost sight of the fact that a true bargain is that which offers the best 
values. Cheapness in itself has no value. 


If you will listen closely to the conversation of your friends, you ll 
quickly discover that when a person today says he got a bargain, he 
usually means he got something cheap. 


No matter where you look, you’ll find evidence of this lack of under- 
standing of the difference between bargain and cheapness. You will 
find it in your customers. It exists in retailers, and wholesalers and 
manufacturers. We find it in evidence in the publishing business. 


It seems to me that it is time that we all reminded ourselves that 
cheapness has never been a true measure of the quality of a trans- 
action. It requires no skill or discrimination to buy at a price; but it 
does take a clever man to acquire a true bargain. 


If we want to attack this worship of cheapness, a good way to start 
is by reminding ourselves, and our customers, that a cheap automobile, 


or a cheap lawn mower, or a cheap hammer are not necessarily bar- 
gains. 


When a retailer squeezes an extra 5 percent out of an itinerant 
vendor, he is not always getting a bargain. There is so much more 
to a transaction like this than price alone. 


Emphasis on price alone is a very dangerous thing to independent 
merchants in any field. This is certainly demonstrated in the automo- 
bile field. There was a time when we all enjoyed rather close rela- 
tionships with our local car dealers. They had personalities; and we 
bought cars at a price that left them a fair profit and in turn we 
received service without continually fighting for it. 


Today, one dealer is like another. The only apparent measure of car 


salesmanship is price; how much will the dealer cut his margin to make 
the sale? We all know what this has led to; the old concept of service 
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Editorial 


continued 





has been lost. There is constant warfare between buyer and dealer, 
and profits keep shrinking. 


I have a strong feeling that much of the blame for this attitude 
toward cheapness is the fault of our merchandising practices; folks 
who make a living sellizg goods and services have, perhaps uncon- 
sciously, created the atmosphere that leads to the confusion between 
a bargain and cheapness. This is not a good atmosphere for the sur- 
vival of the independent merchant. It would be most worthwhile for 
all of us to review our personal attitudes and behavior on this subject. 


What is the difference... 


If you share with me this concern over the emphasis placed on 
cheapness, you might ask yourself, “What am I doing in my store to 
sell values and not just price?” 


For example, have you ever taken the time to explain to your sales- 
people that your store has no right to expect a customer to enter 
unless you offer something beyond price, something the customer 
may not be able to get from your competitors? 


I think it is important to understand that it is in these extra 
services that go beyond price, that the independent merchant has his 
greatest strength. Now, don’t tell me that shoppers are interested 


only in price. It may appear this way, only because all you offer is 
price. 


We know that consumers can be motivated to look beyond price, 
if they are given reasons. Review your own shopping habits; your 
wife’s. You’ll find many instances where your buying is dictated by 
more than price. This is true of all of us: The gas station we patron- 
ize; the supermarket that attracts our wives; the hotels we use... 
you can go on indefinitely. 


The problem resolves itself down to, “What can I offer beyond 
price?” There are many answers, but I think the most significant one 
is in the personality you build in your store. And believe me, stores 
have very real personalities. 


Take a look: Are your sales people really friendly? Do you sincerely 
try to be helpful beyond the normal requirements? Do you understand 
your products so that you can intelligently discuss their use, and help 
your customers get maximum satisfaction? 


These actions may seem small and insignificant to you, but in the big 
picture they are most important. In many competitive situations they 
make the difference between success and failure. 


I am thoroughly convinced that there are tremendous opportunities 
in the future for independent merchants, if they can add to the prod- 
ucts they sell, a value that goes beyond price. 
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UP, trade your customers up to 


oY’ 


thesee S$ ANISON 


Cords! 


SPOT CORD*® AETNA’ 


You perform a genuine service when you 
trade your customers up to Spot Cord or to 
Aetna . . . instead of offering manila or 
sisal rope. You also make more money on 
the sale — and your customers get a cord 
that is easy on their hands — doesn’t unravel 
and wears wonderfully well. 


f? S. Now is the time to display sash cord! 
Survey after survey proves it is 
bought on impulse and with top profit 
per square foot for you! 


Samson 


CORDAGE WORKS e BOSTON 10, MASS. 


World’s toughest cordage . . . Since 1888 


Want more facts? Circle 104, p. 53 
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WASHINGTON 


igus 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Congress may look at use taxes... 


A congressional examination of the effect of state sales and use 
taxes on business is coming. It arises from a recent Supreme Court 
decision. The high court upheld the right of states to make out-of- 
state firms responsible for collecting use taxes on goods sold within 
their boundaries. Legislation authorizing a two-year sales and use 
tax study probably will not clear this year. However, businessmen 
won a similar study of state corporation taxes on interstate com- 
merce last year. Extending the study to include sales and use taxes 
now seems inevitable. 


Next year: a 34 in. parcel... 


Efforts to standardize parcel post rules governing size and weight 
collapsed this year. Look for a new bill next year setting the max- 
imum parcel length at 34 in. Chief opposition to a law this year came 
from postal officials who claimed that proposed size and weight limi- 
tations would not accommodate current plans for automation in the 
postal service. Uniformity of parcel size for mailing should ulti- 
mately benefit hardware dealers, although it will create temporary 
problems with some longer items in sports equipment and tools. 


Consumers want representation .. . 


Efforts to recognize the great American consumer by a “U. S. De- 
partment of Consumers” did not work up much steam in Congress 
this year. Watch for similar proposals which will be introduced 
next year. Such a department would have powers to investigate 
wholesale and retail price changes. It would also conduct product 
testing, although not to determine relative merits between similar 
products of different producers. Broad powers vested in such a de- 
partment could endanger many business prerogatives of both large 
and small businessmen. 


Co-op taxes put off again... 


Congress won’t take any action to impose a single tax on coopera- 
tives before 1962. Senate and house tax writers plan to spend most 
of next year drafting an overall tax reform measure. Indications 
are that cooperatives will be required to pay a normal business tax 
on profits. A compromise measure between demands of co-op com- 
petitors and supporters stands the best chance of passage. It will 
probably do no more than require cooperatives to redeem profit shar- 
ing certificates within a specified time or to pay taxes on the funds 
they represent at the corporate rate. 
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2 Inch 
Pin Tumbler 
Padlock 


The heavyweight leader of MASTER'’s famous ‘“‘Secret Service’ 
series .. . America’s BIG value favorite for BIG padlock protection! 


Order from Your Wholesaler 


PIN-TUMBLER 
>) SECURITY... 
5) finest known to 
ae lockmaking. 


Master Jock Company, Milwaukee 45,Wis.  “Wovldi Largest Padlock. Monupadtinrers 


Want more facts? Circle 105, p. 53 
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HARDWARE BUSINESS 


Ounlook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Money for consumer goods... 


Consumers have the money, if you have the promotions. Employee 
wages rose again in the second quarter. The average work week in 
May was longer, after dipping for several months in a row. June 1 
payrolls showed 70 million workers earning $400 billion a year. This 
figure is $18 billion ahead of last year, a 5 per cent gain. Hardware 
and department store sales are reflecting high income. Industrial 
output and government purchases are holding steady. A slow market 
for steel remains the only real soft spot in the economy. 


Construction will snap back... 


Look for a healthy improvement in the building picture. New con- 
struction in June reached $4.9 billion, 7 per cent ahead of May. 
Through the first half of 1960, the new construction pace is lagging 
about 3 per cent behind 1959. But the fall horizon is bright. The 
key to the fall market is easier financing. Mortgage money was 
tight and costly early in 1960. Generally speaking, this is no longer 
true. Builders are more active, confident that their houses will find 
buyers, and that the buyers will find lenders. Also, there are indica- 
tions that FHA may again liberalize its terms. 


A good time to borrow... 


Need money? It may be a good idea to borrow it now. If you’re 
planning to borrow for inventory expansion for fall, or for modern- 
ization, you will find funds are getting readily available and will be 
less costly in the near future. Business is good, but below the hectic 
record pace predicted. This means money is not as tight as pre- 
dicted. Also, the Federal Reserve Bank lowered its discount rate to 
member banks by % point in June, the first such reduction since 
1958. In general, costs of equity financing are very close to post- 
war lows. 


The real test... 


If you plan your future moves based on an honest appraisal of the 
health of the economy now, you can proceed without qualms into 
the second half. When the smoke clears from various, and sometimes 
conflicting, economic reports there stands one always-reliable indi- 
cator to point the way. This indicator is dividends on stocks, the 
profit on all types of business ... the acid test. In April this year, 
dividends rose more than $55 million ahead of April, 1959. In May, 
another gain of $25 million was posted. The lone exception to divi- 
dend gains is the nation’s railroads. 


... turn to page 89 for more news of How’s the Hardware Business 
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Suggested 
Retail Price 
$54.50... 
generous profit 
to yer! 


.puts the 


NIGHT- FLYING INSECT TRAP 


As advertised in House Beautiful, 
Living for Young Homemakers, and Popular Mechanics. 


SOUTH FRONT STREET 


oo in the bag... 


and the money 
in your pocket! 





A revolutionary night-flying insect trap— that 
lures insects with black light, sucks them into 
a velocity air stream and spins theru into a 
plastic bag for easy disposal. It’s light —weighs 
less than six pounds; compact—onl 14 inches 
high, and economical — runs all night long for 
30 nights for less than $1.00. Best of all — 
it has consumer utility and consumer appeal 
—a single unit displayed in your store will 
bring you steady sales and profits this summer. 
Stock up now! Order direct from your jobber. 
If he can’t supply you, mail the coupon below 
for the name of one who can. 


So Ff b&b CP § Ca T te nr Se 


Operates on 115 Volt, 60 cycles. 


Equipped with 10” grounding spike, 7 feet of rubber- 
covered, 3-wire cord. 


Housing of sturdy, long-lasting, Cycolac plastic. 


Motor, Black Light, and Ballast manufactured by General 
Electric. 


50 disposable plastic bags with each unit. 
Sealed-in (permanently-oiled) motor. 


Equipped with L-shaped hanger for wall, fence, post, or pipe 
mounting. 








PICNIC 


MAIL COUPON TODAY! 

Ampsco Corporation © 1281 South Front Street © Columbus 6, Ohio 

rem HRHHHe Hee Hee ee a 
Gentiemen: Please send me catalog page on the new 


Spinsect night-flying insect trap, and the name of your 
jobber in my area. 


NAME 





STORE 








ADDRESS 
¢ COLUMBUS 6, OHIO CITY ZONE__STATE 











Want more facts? Circle 106, p. 53 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


IS THE BIG SWITCH ON IN POWER MOWERS? Average retail prices have been 
dipping for years because of first-mower cheapies. Average factory 
price fell to $58 last year, bounced back to $60.50 this year. 
Maybe it will be higher next year. Reason? Big market is now be- 
lieved to be replacements, not first-time sales. Customers are 
soured on $39 mowers, want something better. This means, to sell 
them a better replacement you'll have to consider trades to be 
competitive. Safety's a growing sales factor, too. Finish this 
season with a bang: push better mowers, study trade-in and service 
angle, stress safety. 









































HOUSEHOLD APPLIANCE DOWNSLIDE ABOUT OVER. Total sales in appliances 
dipped some 8-9 percent in first half of 1960. A different story 
seen in second half, with volume well exceeding the first six 
months. There are four notable exceptions to the early-1960 blues: 
dehumidifiers up 25%, dishwashers up 21%, waste disposers up 4%; 
and gas and electric built-in ranges up 4% and 3%, respectively. 
With sales due to snap back, these four lines would appear to be 
Sure winners for dealers seeking big ticket sales in the fall. 



































FEDERAL WORKERS IN YOUR TOWN MAY HAVE MORE MONEY TO SPEND. A bill fix- 
ing 7% to 8% percent pay increases amounting to $750 million a 
year for federal workers is likely to become law soon. The Presi- 
dent vetoed the bill, but there was every indication, at press 
time, that Congress would override the veto. There will be more 
sSpendable income among white collar, postal and government em- 
ployees. More than 1.5 million workers will benefit. 











BEST TOY SEASON IN HISTORY COMING UP. First-half domestic toy sales are 
running a meaty 8 percent ahead of record '59 volume. This in 
Spite of a 16.5 percent boost in imported toys. Summer toy sales, 
particularly backyard pools, science toys, lifelike dolls have 
never been better. Wholesalers, in the majority, report booking 
heavy fall shipments. All things point to busy cash registers 
for dealers who start promoting toys right after Labor Day, then 
keep shelves packed with good assortments through the peak Christ- 
mas selling season. 
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Bright new star with a sky-high future! rhe i that gives stainless permanent deep-down 
Here’s the budget stainless with the million- vain tar acd sveasmea’* . lustre. Careful craftsmanship ensures 


ANGI 


; LIFETIME GUARANTEE | 


dollar look—and the multimillion-dollar market! = tpn toe ne + a ne tm perfect balance (never bowl-heavy), perfect 
The sky’s the limit to your sales of North Star uniformity in every piece. Plus smart-set 
by Wallace—for here is Wallace beauty... é BA ogy See NN “= packaging that really puts gift sales 
Wallace quality... Wallace workmanship. Bril- ay ) y = . 4 i hb into orbit! Stock up on new Wallace 


liant contemporary pattern is enhanced by — North Star with Hi-Lyte Finish today! 


Wallace’s dazzling new Hi-Lyte Finish 24-PC. SET, Service for 6 only $10.95 Retail In Display Gift Box 


VVALLACE ww |STAINLESS 


A DIVISION OF WALLACE SILVERSMITHS AT WALLINGFORD, CONN. SINCE 1835 


SEE FOR YOURSELF! VISIT BOOTHS #223, 225, 227 
AT THE HOUSEWARES SHOW IN ATLANTIC CITY! 


Want more facts? Circle 107, p. 53 
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Makers Of 
The All New... 
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NEW EXCLUSIVE FEATURES ADD EXTRA USABLE LIFE TO EVERY EAGLE TARP: 


e STRONGER, MORE RUGGED CANVAS - @ BALANCED CONSTRUCTION DUCK 
¢ IMPROVED WATER & ROT RESISTANCY © SEWED THROUGHOUT WITH 
* TRIPLE SEWED SEAMS; DOUBLE SEWED HEMS ROT RESISTANT THREAD 
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| want a free suit of Wenzel 
Y Insulated Underwear. Send me 
@ complete details. 


STORE NAME 


ATTENTION OF 


= Zz ADDRESS 


CONSTRUCTION 





CITY & STATE______— 


oe 


| H. WENZEL TENT & DUCK COMPANY 2200 S. Hanley Rd., St. Louis 17, Mo. 
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“DISPLAY WEAR-EVER FOR BIG BUSINESS!” 


—SAYS MR. LOUIS M. LUCINIO, OWNER OF MILLEN HARDWARE COMPANY, WILMETTE, ILL. 


"I'll tell you why we like the Wear-Ever line. It’s fair itt IG 9, 
traded. Every item returns a good profit. That's why we're x €.H Z “My, 
willing to devote as much space as possible to display 1 ail ee 
as many items: as possible. A big display of Wear-Ever means * 
big business--it's as simple as that.” 


(Signed and notarized) 


Why not put the most famous name in aluminum cookware to work for you? 
Nationally advertised for over 58 years, Wear-Ever’s complete line of fine 
utensils and premium quality Hallite may well be your key to faster turnover 
—a more profitable department. Cail your Wear-Ever supplier now, or write 
to: Wear-Ever Aluminum, Inc., Housewares Division, New Kensington, Pa. 


WEAR-EVER 


eWeal-evel alUMNUM ine. 


Want more facts? Circle 109, p. 53 
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al VY ng - . RANGE-TOP 
PROFIT PACKAGES 

Full-color lithographed gift cartons 

build your PYREX Profit Potential 


For a limited time only 
Five sales leade s in the Pyrex Range-Top 
Line—three Percolators, Teapot, 
Double Boiler—come packed in traffic-stopping 
color lithographed cartons 

¢ Ready for take-withs, for gifts 

¢ Impulse-building in-use suggestions 

on package sides 
¢ Easy to stack for self-selling display 


PYREX DOUBLE BOILER 


You see the water level at a glance! Use each part as a 
saucepan, too. Cover fits both bowls. 114 qt. size $4.95. 
Order +6283. 


¢ No increase in price 


PY, <i 
6 CuP os 


PYREX 6-CUP TEAPOT ~ ean a 
e Sie: iilictiih: telenie tile iii ~ = @=6—PYREX 4-CUP PERCOLATOR 
Sauces, soups, etc. Lock-on lid — eS. 3 Sized just right for smaller families. Lock-on 
for safe, easy pouring. Retail — ow agp aan eee cover holds tight. Washes clean in a jiffy. 
Price $3.45. Order +8446. ww om , 3 tate m Retail Price $3.50. Order +7754. 


ro PYREX 6-CUP PERCOLATOR PYREX 9-CUP PERCOLATOR 


Lets you see when coffee’s perked just right. Bor- Large enough for party serving. Specially tem- 
rows no flavor, lends no taste. Retail Price $3.95. pered for extra strength and durability. Retail 
Order +7756. Price $4.95. Order #7759. 


SEE THE NEWEST IN PYREX WARE AT THE HOUSEWARES SHOW. BOOTHS 526-536 





Cook up more sales witha 
PYREX range-top feature display 


CASH IN on this opportunity for better-than-ever Pyrex Range-Top sales. There’s an added 
bonus in more store traffic, too. It’s so easy to build your own display in a good floor or window 
location with these colorful new cartons. 


Remember— 
Pyrex Ware sales mean 
e higher than average mark-up 


e twice the turnover of 
average housewares 


e double the dollar volume 


ae i thr Seplonner GR ae 
the handsome, new full-color vertising that pre-sells 11,900,000 women on 
packages that pack a display punch Pyrex Range-Top gifts. 
and stimulate impulse sales. 











TEAR OFF ALONG THIS LINE 


ORDER RIGHT NOW 





Pcs. “Retail Price | 
cmaty | Item No. nee Per Case Each | Case Total full-color cartons. Your cost—list price less 40% in 10-case iots. Fill 





Use this convenient form to order your Pyrex Range-Top Ware in the 





——— 


~ Double Boiler — 7 $4 95 | B he 19.80 am ae in your order and send to your Pyrex distributor—TODAY! 


4 Cup Percolator 4 3 50 | | 
Name 








6 Cup Percolator 3.95 | 





9 Cup Serstaier 495 | 19.80 Street 





* —T 
6 Cup Teapot | 345 | 13.80 


———— 


City 


Total Cases. ee - ______ Total Dollars $ _ 


CONSUMER PRODUCTS DIVISION, CORNING GLASS WORKS, CORNING, N. Y. 





NRHA Congress 





Theme of NRHA Congress: 


Better management tools 
for better profits in the 60s 


Rupert B. Watson elected president of 61st 
Congress held in Philadelphia July 10-14 


Hardware dealers have the tools 
of management, and are on the 
launching pad of the 1960s ready 
to go into orbit. This was the 
theme of the 61st annual Congress 
of the National Retail Hardware 
Assn. held in Philadelphia July 
10-14. 

The Congress got off to an op- 
timistic and swift start. 

Sales last year were up, ex- 
penses were down, profits were 
up, turnover was up. This was the 
cheerful news from Glenn W. As- 
pinwall in his President’s Ad- 
dress, referring to the associa- 
tion’s annual survey. 

Then came addresses by mem- 
bers of the industry on the 
strength of the independent 
dealer, the need for tax reform, 
the shopping center trend in mar- 
keting. 

The final group of addresses by 
industry member was on the as- 
sociation’s big management tool, 
the Turnover Handbook. 

The Congress aiso witnesses the 
usual change in the association’s 
official family. 

Glenn W. Aspinwall, of Hawk- 
eye, lowa, retired as president and 
joined the advisory committee. 

Rupert B. Watson, of Atmore, 
Ala., advanced from. vice-presi- 
dent to president... .* 

A. R. Manno, of Medford, Ore., 


The Liberty Bell in Independence Hall was visited by many convention 
delegates. Mr. and Mrs. Tom Rea, of Orme Hardware Co., Cam- 
bridge, Ohio, read the inscription on the bell. 


4 
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a director, was elected vice-presi- 
dent. 

Two new directors are Hardy 
Rickbeil, Worthington, Minn., and 
Wendell Neelands, Clio, Mich. 

President Aspinwall pointed 
with pride to the improvement in 
the dealers, statistical position, 
then pointed to the significance 
of the figures: 

“The gain was not great. It’s 
the turn of direction that counts.” 


Why dealers are strong 


Dealers were reminded that 
their strength lies in their knowl- 
edge of their markets, their ability 
to sense and to fill the needs of 
individual customers. On the other 
hand, chain competition works on 
a national marketing picture. The 
presentation was made by R. L. 
Waterman, vice - president, Corn- 
ing Glass Works, Corning, N. Y. 

A case for tax equality between 
cooperatives and stock companies 
was made by H. L. Thompson, Jr., 
president, Bostwick - Braun Co., 
Toledo. 

H. Taylor Zettler, hardware 
dealer in Columbus, Ohio, pre- 
sented the case for the shopping 
center store. 

The association’s Turnover 
Handbook program was reviewed 
by three industry members. Speak- 
ers were: 

From a vretailer’s viewpoint, 
Jack C. Mueller, Bemidji, Minn. 

From a wholesaler’s viewpoint, 
C. P. Palmquist, executive vice- 
president, Farwell, Ozmun, Kirk 
& Co, St. Paul, Minn. 

From a manufacturer’s view- 
point, by E. C. Koster, president, 
Vichek Tool Co., Cleveland. 


Next Congress: Denver 


The 62nd annual Congress will 
be held July 9-i3 in Denver. Reg- 
istration at this year’s Congress 
was 725. 

The convention speaking pro- 
gram was balanced between ad- 
dresses by members of the hard- 
ware industry and by speakers 
from outside the industry on busi- 
ness and economic subjects. 

The first session, on July 12, 
concluded with an address by Dr. 
G. Herbert True, vice-president, 
Visual Research, Inc., Chicago, on 
“Time For Daring.” 

The second session, July 13, 


Sightseeing among Philadelphia's historic places was a favorite with 
convention delegates and their families. Here is one of the points 
of interest, the house where Betsy Ross made the first American flag. 


ended with an address by Fred 
Smith, Fred Smith Associates, 
Cincinnati, on “Management Does 
_ 

Speakers at the final session, 
July 14, were Victor Riesel, writer 
on labor and economic subjects, 
and Calvin Dean Johnson, con- 
sultant on public affairs for the 
American Trucking Assn. 

The President’s Reception was 
held on the evening of July 11. 
The theme was “Let Freedom 
Ring.” The Pennsylvania & At- 
lantic Seaboard Hardware Assn. 
presented a fife and drum skit, the 
“Spirit of °76.” The Southern 
groups paraded and showered the 
audience with gifts and phoney 


INDEX 


money from Dixie in promoting 
Rupert B. Watson, of Atmore, 
Ala., for association president. 
For an hour the Confederacy was 
in charge of the banquet hall. 

The Canadian association pro- 
vided the north - of - the - border 
touch with bagpipe music. 

The Industry Banquet on July 
13 was the final social item on the 
convention program. 

Tours of historical places in and 
near Philadelphia provided the 
outside part of the convention. A 
more modern touch of the Phila- 
delphia scene was a cruise down 
the Delaware River on July 12 
with a stop at the Philadelphia 
Navy Yard. 
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the new NRHA president... 


Here's President Watson's chief business interest 


Right: Sporting goods is a favorite of new president. 
Below: Here's his prominently signed store with a 
wide sweep of visual-front windows. People out- 
side get a good view of the interior. 
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... Rupert B. 


New president and first lady of retail hardware trade 


Left: Mrs. Watson about to entertain some friends 
in the family home. Above: The new president who 
is a hardwareman and heads other businesses—a 
big-ticket financing unit and a ready-mix concrete 
company. 


Rupert B. Watson, o. Atmore, Ala., a hardwareman 
since 1925, is now president of the National Retail 
Hardware Association. 

NRHA elected him its president at its 6lst annual 
Congress in Philadelphia. 

An Oklahoman by birth, he has lived most of his 
life in Alabama. He studied at Tulane University, 
University of Colorado, and at Abilene (Tex.) Chris- 
tian College. He earned his BA degree at Abilene 
Christian College. 

In 1924 and 1925 he served as principal of the 
Molino (Fla.) Junior High School. 

He left school administration in 1925 to start his 
hardware career as a traveling salesman for the 
former Price Hardware Co., a Mobile wholesaler. 

In 1926 he joined Watson Hardware Co. in Floma- 
ton, Ala., then operated by his father and one of his 
uncles. The firm now has its headquarters in Atmore 
and operates two associate stores in Brewton and 
Flomaton, both in the cotton state. 

He organized the Hardware Credit Corp. to handle 
financing of installment accounts. He is also president 
and general manager of the Escambia Ready-Mixed 
Concrete Co. 

A charter member of the Alabama Retail Hard- 
ware Association, he was its president in 1940 and 
1941. 


He has attended every NRHA Congress since 1940 
and was a business panel member at the 1950 Con- 
gress. He was elected to the NRHA board of gov- 
ernors at the 1953 Congress in Miami. The 1959 
Congress in Los Angeles elected him vice-president. 

He has a wide range of civic interests. He was a 
member of the local school board in Flomaton. In 
Atmore he has served as mayor protem, as a member 
of the city council and as a school board member. 


Active in the Lions Club, he helped organize it in 
Flomaton and became its president, an office he later 
held in the Atmore Lions Club. He is a former vice- 
president of the Atmore Chamber of Commerce, and 
has headed the local United Fund as well as the local 
Community Chest and the West Escambia County 
Red Cross. 


He also has served the Boy Scouts of America as 
Alabama-Florida District chairman and as vice-presi- 
dent of the Gulf Coast Council. 

His church is the First Christian Church (Disiciples 
of Christ) of which he is a deacon. He is vice-chair- 
man of the Official Board of Mobile. He also teaches 
a Men’s Bible Class. 

Mr. and Mrs. Watson have a son and three daugh- 
ters, all married. They have seven grandsons and four 
grandgaughters. 
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President's address 





“... Prepare to profit in the 60’s. 


Use association programs to help 


pay you for the services you de- 


liver to your communities .. .” 


by Glenn W. Aspinwall 


Hawkeye, lowa 


Hardware retailing today is riding a rising tide. 
This is a welcome turn from the tiresome monotony of 
falling profits which prevailed all through the fruit- 
less 50’s. 

It’s a pleasure for me to tell you that the Annual 
Survey for 1959 showed sales up, expenses down, 
profits up, stockturn up. 

The gain was not great. 
that counts. 

Sales of the typical hardware store last year, na- 
tionwide, were $142,470. According to the figures of 
stores which reported for both years, 1958 and 1959, 
the volume increase was 6 percent. Expenses were 
down by 0.30 percent of sales. 

Profit was up by the same percentage, to 1.30 per- 
cent, directly dramatizing the proof that it pays to 
control cost of operation. 

Year after year independent hardware retailing is 
able to show operating results which earn for it a 
position high in the ranks of retailing of every kind. 
Its record for stability has continued strong through 
all the stresses and strains of the past six decades. 

This is a testimonial to the usefulness of our asso- 
ciation, to its members who comprise the majority of 
merchants of hard lines and related products, serving 
the public with outlets in cities, towns and hamlets 
of every state. 

Time will permit me to mention only a few of the 
established aids generated by the association. 

Hardware Week we've now had eight times as pres- 
ently projected. Each year sees sales raised above the 
previous year. This year was no exception. Dealers’ 
reports of sales gains by individual stores demon- 


It’s the turn of direction 
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strated indisputably the power of this promotion to 
bring business for hardware stores. 

Once observed and now in preparation for its sec- 
ond round, is the Housewares Festival. This fall, for 
the second time in marketing history, a national pro- 
motion, irha Housewares Festival, is dedicated to the 
purpose of pointing up the hardware store as the 
place for Mrs. America to go for housewares. 

Need I tell you that Housewares Festival, running 
all of October, can be a terrific warm-up for Christ- 
mas. You can pick up advance orders and layaways 
for Christmas, too! 

The association’s Turnover Handbook has made 
great strides toward application during the year since 
this program was projected at the Los Angeles con- 
gress. 

Hardware standing on a shelf may be a pretty sight. 
A much prettier sight is hardware going out the door 
in the hands of customers. 

Hardware that stands on the shelf week after week, 
month after month is an expensive luxury that good 
management can’t afford. And it cripples or kills 
profit! 

We know there are many things that sit the whole 
year through. If they’re not wanted by customers, 
they’re running up expense, eating up margin and 
menacing profit. 

There needs to be a separation of workers from 
drones in inventory. 

Dealers should put the Turnover Handbook to use 

. make adjustments between the Handbook and 
their stock as experience dictates. Then they will get 
their money out of slow movers and put it to work in 





goods that will sell. Or they can use credit selling 
with extra profit from carrying customers’ accounts. 
Profit in our stores will be much better if we do this. 

Hardware retailing has been too much of a 50 per 
cent markup business except for nuisance items that 
have to be sold close to meet competition. Fifty per 
cent markup translates to 33 1/3 per cent margin. 
Shrunk by the close-marked goods, this rounds down 
to a margin of about 30 per cent where hardware 
store margin has stood too long and still stands! 

We have let our concern about pricing run too much 
to the few items that are price-promoted by competi- 
tion. An item headlined in a syndicate ad is intended 
to create store price image in the minds of people. 

Pricing for profit-making has too long been a 
mystery to hardware dealers. Pricing properly done 
keeps the store in line with competition on competitive 
items. 

Done right, pricing is also profitable—through long- 
er markup, properly placed. 


If dealers will use the Turnover Handbook for pric- 
ing as well as for inventory control, profit in our 
stores will really glow. 

Since our meeting a year ago, wholesalers have 
been completing and issuing their versions of the 
Handbook so that it is now available to dealers in 
most areas of the United States. 

Manufacturers in increasing numbers have moved 
to make and/or mark their products according to 
handbook recommendations. 

Prepare to prosper in the 60’s. We’ve been given 
the methods and means through progressive associa- 
tion programming. Let’s take advantage of it—adapt 
it to our individual needs—and we'll find our inde- 
pendent retail hardware businesses returning to us 
an improved recompense for the quality and service 
we deliver to our communities. The hardware store 
can maintain its proper and prosperous position on 
the American scene in the 60’s. 


The Durable Independent 





“... I have complete faith you will be 


stronger because you have courage and 


resourcefulness to adapt to whatever 


change may come...” 


The last census of business pub- 
lished by the U. 8S. Dept. of Com- 
merce shows that 90 percent of all 
the retail stores in the United 
States are still single unit, inde- 
pendently owned establishments. In 
the hardware field, it was 93 per- 
cent; in home furnishings, 88 per- 
cent; in automotive, 92 percent. In 
the drug field, where nearly every 
town has at least one of the chains, 
73 percent of the dollar volume is 
still done by the single unit inde- 
pendent store. 

Looking at these facts, I wonder 
if the independent store really 
knows his own strength. 

This strength must be real, be- 
cause the record is clear. And this 
is no less true in hardware than in 
other categories. During the 12 
months ending Jan. 1, 1960, of 22 
kinds of retail stores, hardware 


stores had the fourth lowest failure 
rate. Only food stores, drug stores, 
and farm implement dealers were 
lower. Further, there are nearly 
20 percent more hardware stores 
now than there were 20 years ago. 

What are these fundamental 
strengths which make the _ inde- 
pendent retailer so durable? 

In my opinion, the most impor- 
tant are these: 

First, and foremost, the local 
independent retailer is the only 
segment of distribution which is 
concerned about fitting the needs 
of his specific community. 

He knows his customers as 
people. He knows their habits and 
their problems. He knows that in 
serving them lies his opportunity. 

The rest of us work with gener- 
alities and averages, because our 
scope is by necessity larger than 


by R. Lee Waterman 
Vice-President’ and 
Manager of 

Consumer Products Division 
Corning Glass Works 
Corning, N. Y. 


the individual community. This is 
true of manufacturers, and it is 
also true of the chains witn their 
central buying offices, best seller 
lists, ete. 

It is the local merchant who 
brings merchandising down to the 
much more basic consideration of 
“what do the people in my neigh- 
borhood want and need?” 
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Second, I would put flexibility. 

You can meet new conditions, 
you can make decisions, you can 
change more rapidly than can the 
large companies with their ponder- 
ous structures. 

This is true in day-to-day de- 
cisions. A well merchandised in- 
dependent can always beat a chain 
competitor to a new item because 
his procedures and communications 
are more direct and simple. 

Flexibility is also evident in the 
larger changes. It was not the 
large chains who invented the 
supermarket. The independent food 
merchant who is today doing more 
than half the food business is run- 
ning a very different business than 
did his father or grandfather. 

A third strength is that the in- 
dependent dealer is basically a low 
overhead store. 

This statement does not conform 
to the popular picture which has 
been drawn, but it is so. Your asso- 
ciation figures show an average 
total expense figure for hardware 
stores last year of 29.2 percent. 
Just to draw one comparison, total 
expense figures for department 
stores, as given in the Harvard 
Report of Operating Results, are 
33.8 percent; and for variety chains 
——with all of their vaunted econ- 
omy—it was 33.3 percent. 

You are being undersold not by 
people who can do it more efficient- 
ly, but by those who are cutting 
corners on quality, on assortment, 
or on service. And you will always 
be undersold by them. 

What does all this mean to the 
independent hardware retailer? 

We are in a period of change, 
and you have been buffeted by your 
full share of these changes. The 
war and post war periods upset our 
well-ordered world in which the 
drug stores sold drugs, the grocery 
stores sold groceries, and discounts 
were something you gave to your 
own employees. 

But change also means oppor- 
tunity. We are in an expanding 
economy which has made possible 
the highest standard of living in 
the history of the world. 

People are buying things in 


28 « HARDWARE AGE, July 14, 1960 


quantities never before imagined. 
A substantial part of these things 
fall into the area of staple hard 
lines which is the special province 
of the retail hardware store. 

Furthermore, a projection of pop- 
ulation figures indicates that the 
next 10 years will be even better. 
That portion of the population be- 
tween 15 and 25 years of age—the 
age of family formation—was 22,- 
300,000 in 1950; it is 24,700,000 in 
1960; it will be 36,600,000 in 1970 
—more than a 50 percent increase 
in only 20 years. 

This means many more new 
homes, and all of the things which 
many new homes will need: tools, 
appliances, kitchenware, hardware, 
paint—and all the things which 
you stock and sell. 

You have the strengths to de- 
velop these opportunities. Here are 
just a few things which I hope you 
will recognize: 

(1) The historic character and 
personality of a hardware store has 


been built on complete assortments 
of dependable quality staple hard 
jines. 

Here the hardware store always 
excelled. But in terms of stock- 
keeping alone, the competition has 
become tougher. The large chains 
have spent millions on warehouses 
and streamlined systems to improve 
their stockkeeping. A 15 to 30 per- 
cent out-of-stock of staples is no 
longer good enough. 

You have a new tool with which 
to work here for improvement: the 
Turnover Handbook. 

I have been privileged to see in 
some detail the work and the study 
which went into the building of 
this program. In my opinion, it is 
the best job of this kind that any- 
one has done. 

You have a basic merchandise 
program on which you can build 
which is at least as good, and I 
think better, than any of your large 
competitors. 

You can adapt it, build on it for 
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Four past presidents of NRHA include the senior living past president 
J. R. Gamble, who headed the group in 1917 and 1918. Left to right: 
Harry Kaiser, Mr. Gamble, Melvin Kraemer and A. B. Hill, former 
dealer, now secretary of the Alabama Retail Hardware Assn. 


your community. I hope that you 
will make the most of it. 

(2) The public does not look to 
the hardware store for price, but 
rather for dependability and ser- 
vice. 


This does not mean that price 
promotion cannot be used effective- 
ly, but it does mean that the back- 
bone of success is friendly service. 

One of the best hardware mer- 
chants I know has built a very suc- 
cessful and profitable business on 
carrying a good assortment of 
branded lines at regular prices, 
plus doing almost anything which 
can reasonably be done to accom- 
modate a customer. 

They deliver, they mix special 
paint colors, they rent the kinds 
of power equipment only occasion- 
ally needed, they sharpen and re- 
pair tools, etc. They have a par- 
ticular way of establishing with 
new customers this desire to serve. 
If someone who appears to be a 
newcomer in the community makes 
a purchase, and asks for delivery, 
she will find it on her doorstep 
when she returns home. 

He has been undersold by all the 
usual varieties of price purveyors, 
but he still has the hardware busi- 
ness of his community, and he 
makes a profit. 


(3) If success is to be built on 
selling power and service, rather 
than on buying power and price, 
then there is room for some fresh 
thinking about the relationship be- 
tween the independent hardware 
retailer and his sources of supply 
—the wholesalers. 


Change has happened in the food 
field, and can happen here. I think 
that it is fair to say that the pric- 
ing of standard lines has become 
so competitive, and so regulated, 
that the maximum effort in hag- 
gling, chiseling and sharp buying 
would have relatively little effect 
on gross profit. 

On the other hand, better mer- 
chandising and selling of lines with 
above average margins can pay 
real dividends in sales, in margins, 
and in turnover. 


It is my observation that the 
smart retailer today uses his buy- 
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ing power where it will get him the 
most in terms of merchandising 
help, and selling information. He 
makes it worth-while for some 
wholesaler, or small group of whole- 
salers, to supply him with the in- 
formation, the advice, and the sell- 
ing helps which he needs to do an 
outstanding job in his community. 
He buys from the people who can 
help lift his stockkeeping load so 
that he can concentrate his atten- 
tion on selling and service. 

Which leads me to my final ob- 
servation: the independent hard- 
ware retailer must have an im- 
proved margin. 

He need not apologize for a total 
expense of 29.2 percent but it must 
be covered by more than the 30.8 
percent margin which the average 
hardware store recorded last year. 

The job can be done. 


I know, and I believe you know, 
of hardware stores that are get- 
ting 33.5 percent margin with 2.5 
turnovers or better. The ones who 
are doing this that I know are not 
getting this margin because they 
have soft competition that allows 
them to raise prices. They do price 
intelligently, but the real key is 
that they have made themselves 
headquarters for lines which per- 
mit good mark-up. They have given 
attention to developing business in 
the price ranges which offer great- 
est profit potential. Thev have pro- 
moted and sold brands which of- 
fered value at a good mark-up for 
the dealer. 


In a period of change, which we 
are most certainly in, we all must 
be ready to adjust to new situations 
and conditions. We all must seek 
new product opportunities and bet- 
ter ways to do things. 

Credit selling has become an es- 
tablished part of our economic 
system. 

The shopping center is certainly 
here to stay. I was interested to 
note in the management report is- 
sued by your association that shop- 
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ping center stores are showing a 
better profit, better turnover, and 
better return on investment than 
the U. S. average. 

New product lines are offering 
new opportunities. The fact of 
more leisure time, the trend to more 
outdoor living, the emergence of 
pre-packaged foods, the home work 
shop development, and many other 
similar things have offered unusual 
opportunities to the hardware mer- 








x 


by H. L. Thompson, Jr. 
President 
Bostwick-Braun Co. 


Toledo, Ohio 


When we speak of tax reform 
we are really talking about fair 
play. By fair play in regard to tax 
laws what we mean is that every 
American should carry his equal 
and fair share of the necessary 
tax burden to support our nation, 
our defense plans, our social pro- 
grams, and all other costs of gov- 
ernment. 

None of us particularly like 
government regulations. 

We are all burdened with exces- 
sive governmental forms, and, yet, 
in a mature economy such as 
ours, it is inevitable that our gov- 
ernment must have regulations to 
promote fair play. 

My point on this, however, is 
that such regulations should apply 
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chant who establishes himself as 
the headquarters for hard lines 
merchandise in his neighborhood or 
community. 

The independent retailer is in- 
herently strong, as has been amply 
demonstrated. 

He can and, in my opinion, will 
be even stronger. 

I have complete faith that you 
will be stronger because in the 
aggregate you have the courage 


PPO? 


and the resourcefuulness to adapt 
to whatever change may come. And 
as the pace of change in materials 
and products is stepped up, you will 
be needed more than ever by your 
community. 

I am sure that I speak for many 
manufacturers in pledging a con- 
tinuing effort to provide you with 
products which your community 
wants under a program which you 
can sell competitively. 





It's time for tax reform 





“ ..To bring about tax equality, every 


full-taxpaying businessman must let his 


congressman know his feelings and ex- 


plain why he is hurt by unfair tax laws...” 


equally to everybody. I don’t think 
there is a person who would go to 
a boxing match where one of the 
contestants had one arm taped 
behind his back. The fans in the 
audience would scream about such 
an injustice and demand fair 
play. 

By comparison, that is exactly 
what our government is doing to 
competing businesses. One business 
is compelled to pay up to 52 per- 
cent of all its profits in support 
of the government while a com- 
peting business across the street 
may legally avoid paying practic- 
ally any of these federal taxes. 

I should like to make it clear 
right at this point that in my dis- 
cussion I am not criticizing any- 
one. I am criticizing unjust tax 
laws. I am trying to lay the facts 
before you and to let you reach 
your own conclusions. My com- 
ments are not directed against in- 
dividuals, but rather against un- 
just laws. 

Let us take a minute to look at 
your own situation in the retaii 
hardware business. 

A greet many of you are in 


farming communities, where you 
have seen small farmer market- 
ing co-ops established. These de- 
veloped in the period of the 1920’s 
and 30’s, when the farmers were 
having difficult times and there 
was perhaps some justification in 
granting them certain help by 
means of favorable tax laws. 

But what has happened since 
then? By retention of tax-free 
earnings a great many of these 
farmer co-ops, which were form- 
ed to help market a farm product, 
have developed tremendous assets 
to a point where they have ex- 
panded into all types of business. 

First, they established large re- 
tail outlets to supply their mem- 
bers with fencing, nails, barbed 
wire, and many other hardware 
items as well as fertilizers, chem- 
icals, etc. As these businesses 
grew and the co-ops retained more 
and more of these tax-free earn- 
ings they became greater threats 
to your business and at the same 
time they were able to expand into 
the wholesaling field by buying di- 
rect from a number of manufac- 
turers. The next logical step is 
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for them to expand still farther 
into the manufacturing area. 

Today some of the largest fer- 
tilizer companies in the country, 
some of the largest grain eleva- 
tors in the country, even some oil 
producing companies, are all 
owned by co-ops and these legal 
leeches are not paying their fair 
share of taxes while you are pay- 
ing up to 52 percent of every dol- 
lar that you earn. 

You retail dealers who are do- 
ing business in a farm community 
know full well that the success of 
your business is dependent upon 
farm income. 

If the farmer cooperatives to 
whom your customers belong paid 
their fair share of taxes and could 
not accumulate tax-exempt capital 
to invest in other miscellaneous 
business projects, they would then 
most certainly pay out a large 
portion of their present earnings 
to their farmer members. This 
would be a major increase in 
farm income which in turn should 
certainly help your business. 

We speak of America as a land 
of equal opportunity for all. Just 
how can there be equality when 
we have one firm paying full taxes 
and another competing firm pay- 
ing little or no corporate taxes? 

Let me emphasize again that 
these tax-free corporations, al- 
though I have described them as 
legal leeches on our economy, are 
not doing anything improper or 
questionable in any legal way. 
They are simply observing the tax 
law as it now exists. All of us 
want to take advantage of any 
legal opportunity to reduce our 
tax burden. This is what the co- 
ops are doing and with it I have 
no quarrel, 

3ut what I and thousands of 
other businessmen want is to cor- 
rect the inequity in these tax 
laws. 

I should like to digress for a 
moment and tell you about an epi- 
sode that occurred while I was in 
Washington testifying before the 
House Ways and Means Commit- 
tee. Appearing before the com- 
mittee ahead of me was a union 


The President's Reception, a dinner that formally opened the 6lst 


annual NRHA Congress. 


man, a member of the Interna- 
tional Chemical Workers Union. 
He pointed out that working for 
a full-taxpaying chemical pro- 
ducer, he was at a disadvantage 
with his next door neighbor who 
is doing similar work to his but is 
working for a co-op. The point was 
that the co-op could pay better 
wages from its tax-free earnings 
than could his full-taxpaying em- 
ployer. 

Often times the managers of 
co-ops make the statement that if 
they had to pay the same taxes as 
the rest of us they would be 
forced out of business. That is ut- 
terly ridiculous. 

A number of the co-ops that are 
in existence are well-run organi- 
zations and I am sure would con- 
tinue in business. Yet at the same 
time, with proper laws, they would 
be carrying their proper share of 
the tax burden. If a hbsiness 
cannot afford to pay its share of 
taxes, then it must be inefficient 
and should go out of business. 

The other statement that is of- 
ten made is that co-ops actually 
don’t have profits and therefore 
there is nothing to be taxed. Now, 
this is just a play on words. It 
represents a bookkeeping exercise 
that does not alter the fact that 
a firm must have income (namely 
profits) to stay in business. 

Our language is a strange ani- 


mal. It can be used to convey many 
strange meanings. 

For example, take the word 
“fast.” It normally means to be 
secured, to be tied, to be immo- 
bile. Yet a fast girl is a loose girl. 
To fast also means not to eat. A 
fast horse is one that runs; yet 
to fasten a horse is to prevent his 
running. 

There are many words like this 
and certainly co-op income is in 
this category. There is income; 
this has been established in hear- 
ings in Washington. No matter 
what you may call it, it does rep- 
resent surplus of income, over ex- 
penditures. We call this profits. 

Now, what is the situation be- 
fore congress as it exists today? 

A number of bills to tax co- 
operative earnings have been in- 
troduced and these bills have been 
considered before the House Ways 
and Means Committee. 

Not long ago, an entire week 
was devoted by this committee to 
hearings on this subjegt. Presen- 
tations were made both by the 
businessmen of the country, and 
by members and operators of co- 
operatives. To me it was quite ap- 
parent that if it were only a ques- 
tion of right or wrong we would 
have had legislation long before 
now. 

However, we must remember 
that this is an election year and 
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every vote made by a congress- 
man or senator is looked upon in 
the light of how many votes it 
will obtain or lose. 

By means of a very clever and 
experienced lobby, the coopera- 
tives have been able to keep 
the congressmen confused as to 
the effect their vote for tax equal- 
ity might have. The infiuence of 
the cooperatives today I do not 
think is really as strong as it was 
at an earlier date, and I sincerely 
believe that our congressmen are 
more aware than ever of the need 
to correct the present unfair situ- 
ation. 


However, businessmen in gen- 
eral are not strong enough in their 
protests to their congressmen, 
whereas other minority groups 
such as the co-ops are well organ- 
ized and do pressure their con- 


by H. Taylor Zettler 
President 
Zettler Stores inc. 


Columbus, Ohio 


Ss 


The shopping center idea is quite 
simple: Make it easy for the cus- 
tomer to shop. That means put- 
ting the store where the customer 
wants it. Make it convenient to 
shop by car. It means also the 
right “mix” of stores to add to the 
convenience of shopping. 

Actually, there are three main 


32 o HARDWARE AGE, July 14, 1960 


gressmen continuously. 

To bring about tax equality 
every full-taxpaying businessman 
must let his congressmen know 
his feelings and explain why he 
is being hurt by the present un- 
fair tax laws. 

I might add that one of the bills 
presently before congress, namely 
the Davis Bill, to my way of think- 
ing would be a great benefit to 
the members of co-ops. 


This bill provides for taxation 
of all profits at the corporate 
level, but then grants a tax credit 
to the recipient of a patronage 
dividend in a proportionate 
amount to the tax paid by the cor- 
poration. 


Under such a bill the managers 
of the co-ops would thus be in- 
clined to pay out the maximum 
amount of profits possible and at 


the same time the recipients of 
the dividend would receive a tax 
credit. 

This has been a long and a hard 
struggle to obtain tax equality and 
at times it may have seemed hope- 
less. Progress has been made, 
however, and I can assure you 
that without the efforts put forth 
by Russ Mueller, Bill Nobel and 
many others, expansion of the co- 
operative method of doing busi- 
ness would have been much 
greater than it has been. 

Finally, if you believe that for 
all of us to stay in business today 
we must operate under the same 
rules, then I not only urge you, I 
beg you to keep in touch with your 
congressman in person when he 
is at home, by letter when he is 
in Washington, and let him know 
the importance of developing tax 
equality in business. 


Shopping center trends 





“... the shopping center trend is no 
longer experimental. It has found a 
permanent place in retail business, 
accounts for 20% of retail sales...” 


divisions of shopping centers, as 
they relate to size. 

There is the neighborhood cen- 
ter, a group of 8-10 stores that has 
provided a parking area. These are 
the neighborhood businesses whose 
trading area iS strictly limited. 

Then there is the medium sized 
center of 20-40 stores, including a 
junior department store. This is a 
sectional type center whose trading 
area is much larger than the im- 
mediate neighborhood. 

Finally, the regional center of up 
to 100 retail outlets whose trading 
area extends for many miles. 

Our experiences have been con- 
fined to the medium and regional 
type of centers. 


How do you know a center will be 
successful? 

First, there must be a definite 
need in your community because 
of growth conditions and the traf- 
fic situation. Next, you must con- 
sider the location itself of the 
center. 

Most successful centers are built 
along main traffic arteries. There 
must also be enough side, or feeder, 
roads so traffic congestion will be 
avoided, and so it will be easier to 
draw from a larger area. Will the 
shopping center have frontage 
along the main road to allow 
enough entrances? Will the main 
road be so highly traveled, and will 
there be a lack of traffic lights, so 
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it will be difficult for the public to 
make a turn into the center? 

We found, to our financial hurt, 
that a center must have enough 
immediate surrounding homes to 
get off the ground early. 

If it is built in the wide open 
spaces, it may eventually build up. 
But it will be a wait of some years. 

The ideal situation is a center 
built not only in an area of new 
homes and apartments but also in 
the vicinity of light manufacturing 
industries. Then you will have a 
balance in customers: housewives, 
home owners, and mechanics. 


Supers pull traffic 


Before talking lease terms, de- 
termine your store location in the 
center. You will find the outstand- 
ing supermarkets in your area have 
taken space. Also, the various lead- 
ing national chains will be repre- 
sented. It will no doubt include 
one or more branches of leading 
department stores. These type 
stores are all vital to the success 
of the center. 

We like to be next to a super- 
market because of drawing power. 
A dry cleaning store also pulls a 
good steady flow of traffic. It is 
one of the few stores in the center 
that is not competitive with hard- 
ware. 

We discovered at Town & Coun- 
try that it is not good to be boxed 
in between supermarkets. When 
that happened all available parking 
space was takem by the grocery 
customers. Our customers, who 
wanted a bag of fertilizer or some- 
thing strictly hardware, could not 
park close to our store. 

A year ago, we moved to one end 
of the shopping center, but still 
only two doors removed from a su- 
permarket. We stand out like a 
sore thumb, have more parking 
space for our customers, and our 
sales volume has greatly increased. 

Terms of the lease remain to 
some extent a bargaining process. 
This process must take into con- 
sideration many local factors, not 
the least being: How much does 
either party want the lease? 

There is no such thing as a 
standard shopping center lease, but 
there is a rather definite pattern 


for hardware stores. In our area 


. we pay a minimum rent per month 


on a front foot basis. If our sales 
volume exceeds a certain point we 
pay a certain percentage on sales. 

For example, suppose the asking 
rate is approximately $20 a front 
foot. If our store is 35 x 150 ft, 
our minimum rent would be $700 
per month. 

Suppose our renta! percentage of 
sales above minimum is 4 percent. 
That would mean our annual sales 
would have to go above $210,000 
before the percentage takes effect 
and substitutes for the minimum. 

A 4 percent rent figure, on first 
thought, seems high whcin com- 
pared to the national average. But 
you must consider that shopping 
center rent includes some costs that 
would be allocated to the expense 
accounts for the non-shopping cen- 
ter store. 

For example, hidden in your 
shopping center rent is some pro- 
motion expense, and parking lot 
expense, even though some leases 
may make extra charges to cover 
these. 

A shopping center lease also en- 
ables you to cut down your other 
expenses. For example, we find that 
delivery expense is much lower 
than for a downtown or neighbor- 
hood store. Most people coming to 
the centers do not expect delivery. 

After we sign a lease and make 
preliminary layout plans, we select 
a manager, usually an experienced 
employee in our organization ready 
for advancement. 


Complete stock helps 

We arrange to have him take two 
or three afternoons a week for one 
month prior to our opening and 
make personal promotion calls on 
residents and other businesses in 
the area. He will give them his 
card, state that we will soon open 
a store in the center and invite 
residents to use our goods and ser- 
vices. It is a friendly and neigh- 
borly touch that has paid off and 
has helped us build store traffic for 
the early days. 

We try to open with complete 
stocks of the kind of merchandise 
you will find in the average urban 
hardware store doing $100,000 to 
$200,000 per year. We will increase 


A. R. Manno, of Medford, Ore., new 
NRHA vice-president. 


the number of lines in our house- 
wares department. We will also 
broaden these lines by carrying 
more sizes, more colors, and more 
variety. We find this gives us an 
advantage over the supermarkets, 
drug stores, etc., because they nor- 
mally will stock only one or two 
models of a particular item. 

We also push lawn and garden 
items. They fit very profitably into 
a shopping center operation. 


The majority of the residents are 
of the younger age bracket. Devote 
more attention to merchandise that 
will be used by these groups. For 
example, sporting goods, bikes, 
toys, and paints are all good vol- 
ume items. 

A word of caution: do not neglect 
basic hardware items. This is the 
backbone of your business. It pro- 
vides the volume that stabilizes 
your sales. 

Forget the customary percentage 
markup. You must use variable 
pricing. With today’s expenses, 
you just cannot afford to sell mer- 
chandise on the old conventional 
markup. 

The wholesaler provides us with 
up-to-date catalog service and pro- 
motion aids which are very helpful. 
He helps eliminate outs, which cost 
so much volume in lost sales. We 
also find that in buying from the 
wholesaler we save time, which en- 
ables us to devote more time to 
selling. 
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We were at first concerned about 
store personnel as we are open six 
days a week 9 a.m.-9 p.m. We soon 
found, however, that there is quite 
a supply of good, young and ambi- 
tious men to form a pool of regular 
part time employees. These are 


by C. P. Palmquist 
Executive vice-president 
Farwell, Ozmum, Kirk & Co. 
St. Paul, Minn. 


The first and most important 
thing that a wholesaler can do for 
you is to help himself. He needs 
to apply the whole principle of 
the Turnover Handbook to his own 
business. 

It only makes sense that, if it 
is necessary for a dealer to con- 
trol his stocks, it is necessary for 
the wholesaler to do likewise. 

The largest area for improve- 
ment for a wholesaler is in the re- 
finement of his own stock selec- 
tion. Naturally, this in itself af- 
fects the dealer. 

The first conclusion is that it 
affects him adversely as it limits 
his selection, yet there isn’t any 
doubt but that the advantages of 
a refined stock far outweigh the 
disadvantages. 
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usually young married men with 
other full time jobs, who are anx- 
ious to work a few evenings a week, 
or Saturdays, to gain additional 
income. 

The chances of profitable sales 
operation in a desirable shopping 
center must be rated as good, pro- 
vided we adhere to sound business 
practices. The opportunity is there 
for increased sales volume without 


a corresponding rise in capital and 
labor costs. Merchandise turnover 
rate should increase with higher 
volume and sales per sales employee 
will be much higher. 

The shopping center trend can 
no longer be regarded as experi- 
mental. It has found a permanent 
place in the pattern of retail busi- 
ness and accounts for 20 percent of 
retail sales. 


Turnover applied 





“... If it is necessary for a dealer to 


control his stocks, it is necessary for 


the wholesaler to do likewise .. .” 


Just to mention one. Shortages 
are always a problem. Back or- 
ders, cancellations, reorders and 
the like are costly; costly in han- 
dling; costly as to the loss of 
business. They are costly to man- 
ufacturers, wholesalers, and deal- 
ers alike. Although no wholesaler 
can assure the complete elimina- 
tion of shortages, certainly he 
needs to and can do much to cor- 
rect this common fault. 

The largest contributing factor 
to shortages is duplication of 
stock. The Turnover Handbook by 
description outlines a basic item. 
Chances are that your wholesaler 
is very seldom or never out of 
that item by description, but when 
he carries multiple choices of that 
basic item, chances increase pro- 
portionately that he is out of your 
specific selection. That’s the larg- 
est contributing factor to short- 
ages. 

By this I don’t suggest that a 
wholesaler should or can refine 
his stock to the point that there is 
no longer a selection. An opera- 
tion can become so sophisticated 
that we are no longer truly a ser- 
vice house. But the danger, for 


the time being at least, does not 
lie in that direction. 

Now let’s take a look at the ba- 
sic stock list. 

The Turnover Handbook speci- 
fies by description each and every 
item that is basic. It would be an 
arduous task for you as a dealer 
to make a specific selection for 
each item described. It is even 
a task for your supplier to do this 
but it can be done by him factu- 
ally. 

The key to it is sales records. 
These sales records are bound to 
reflect the preferences of the ma- 
jority. Individually, some may ar- 
gue with selections but it should 
be kept in mind that your indi- 
vidual objections would find little 
support among the majority. 

There are situations where, be- 
cause of multiple lines, a whole- 
saler has difficulty in making a se- 
lection because of the reasonably 
equal sales among some of these 
quality lines. 

Within our own organization, 
when this situation occurred, we 
answered it by offering alternate 
selections. By no means should you 
as a dealer take both, but you 





should make your choice between 
the two lines offered. 

Now what do we have? 

We have the description and we 
have the selection. Along with 
that, at the recommendation of the 
Turnover Handbook we include 
stock control sheets. 

The systematic and constant 
use of a stock control system will 
point up quicker than anything 
else the merchandise that is cost- 
ing you rather than making 
money for you and it will con- 
stantly keep you abreast of the 
items that are profitable. 

You, as a dealer, are in need of 
guidance and instruction. A step- 
by-step list of instructions that 
can do much to eliminate the ob- 
vious headaches that are tempo- 
rarily created for you, this the 
wholesaler can furnish. There are 
additional helps that can be in- 
valuable, such as printed bin tick- 
ets for each item, photographs of 
ideal stock layouts, NRHA color 
coding, ideas for inventory ad- 
justment and numerous other lit- 
tle things which can help lessen 
your job. 

How about all the merchandise 
that isn’t basic? All the duplica- 
tions? What are we going to do 
with this? 

Here we can help you by plan- 
ning sales, bargain counters, 


through the supplying of a large 
list of stock liquidating tech- 
niques or ideas. 

Now let’s ask this question: 
What if I’m not ready to dive into 
a basic stock control system? It 
flabbergasts me right now and I 
want to get my house in a little 
better order first. 

We as wholesalers can help you 
here also. By merely indicating in 
our catalog the items which are 
basic, you can be guided in your 
purchasing so that gradually your 
store is ready for the changeover. 


On the other hand, there are 
those of you who are now ready 
to move ahead, and we anticipate 
a fair and honest question which 
you are about to ask. It goes like 
this: 

“Mr. Wholesaler, you have all 
this laid out on paper, the hand- 
book is interpreted, the instruc- 


‘tions are there, other helps are 


there, but the work still has to 
be done. Why don’t you hang 
around and do it for me?” 


My only answer to that would 
be this. It would be a real mistake 
were you to allow the wholesaler 
to completely install the Turnover 
Handbook within your store. 

There are many decisions to be 
made which you, and you alone as 
the owner of the store, can make. 


Building for turnover 





Here is our five point program 
of how we are working on the 
handbook: 

(1) Merchandise line. Our first 
step toward Handbook participa- 
tion was to check carefully each 
item in our line against Handbook 
listings. When we found we were 
making items not included in 
the Handbook, we immediately 
checked our sales on them. 

In all but one of 20 such cases, 
we concluded it was possible to 
eliminate these products. 

Production cost savings, made 
possible by dropping these small 
volume items, in our opinion, 


alone make the Handbook a 
worthwhile project from the man- 
ufacturer’s standpoint. 

Our final tabulation showed 152 
items, including assortments, of 
the size and type which we man- 
ufacture listed in the Handbook. 
We are concentrating our sales 
efforts on these, 100 percent for 
the first time in our 65-year his- 
tory that we are making exactly 
what our customers want. 

(2) Literature. Coincident with 
the finalizing of listed items in 
our line, we issued a new 40-page 
catalog. In this, all NRHA Hand- 
book items were clearly identified 


There is no short cut to the 
proper establishing of the Turn- 
over Handbook at all levels within 
the hardware industry. 

There is still another avenue of 
help. Don’t forget the wholesaler’s 
salesman. 

Have you noticed the changes 
that have taken place in him over 
the years? Long ago he threw 
away his derby and his walking 
cane. It is long since, through 
glibness of tongue, that he talked 
you into a year’s supply at one 
time. 

As wholesalers, it behooves us 
to thoroughly educate our repre- 
sentatives in the Turnover Hand- 
book so they can be of real value 
to you when you make your 
changeover. 


We owe a debt of gratitude to 
NRHA for taking this tremendous 
step forward to help the indepen- 
dent dealer help himself, to help 
the wholesaler reappraise his busi- 
ness and take those steps neces- 
sary to act as a full function 
wholesaler. 

How vitul is this program? In 
my book, it’s a must, and if you 
are interested in perpetuating 
that which through the sweat of 
your own brow you have built up 
and so justly deserve, then you 
too should consider this a must. 


by E. C. Koster 
President 

Vichek Tool Co. 
Cleveland, Ohio 
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with a yellow printed background. 
Also, we prepared and presented 
to wholesalers copies of our own 
Vichek Tool Turnover Handbook. 

This duplicated the exact offi- 
cial Handbook listings, but car- 
ried the proper Vichek model 
numbers in the item identification 
column. This was to simplify the 
wholesaler’s job of preparing his 
own Handbooks by doing away 
with his need for checking our 
catalog for Handbook numbers. 

(3) Displays. In the belief that 
tools must be displayed, if they 
are to sell, we created 18 displays 
including all 152 of our Handbook 
items. These can be used individu- 
ally or grouped together to form 
one large full line display. Each 
display carries the NRHA seal 
of approval. 


(4) Sales aids. To inform our 
representatives about every phase 
of the Turnover Handbook pro- 
gram, we first mailed them a com- 
plete outline of the plan, written 
by sales manager, Edwin Krall. 
Since that time, weekly bulletins 
have kept each salesman in- 
formed concerning Handbook 
progress. 


(5) Advertising. Our entire 
1959 hardware advertising and 
promotional campaign was focused 
upon the Handbook. Ad preprints, 
miniature catalogs, and direct 
mail are sent regularly to whole- 
salers. This material is made 
available to them for free distri- 
bution to dealers. 


What the future holds 


Now let’s take a look at the 
record. What has been our suc- 
cess, our disappointments. What 
about the future. 

We as manufacturers, are dis- 
covering that it is very difficult 
to reconcile our thinking toward 
making drastic changes in discon- 
tinuing the manufacture of cer- 
tain items and by the same token 
find that it is difficult to sell this 
same thought to the wholesaler. 
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Another difficulty is in convinc- 
ing the wholesaler of the over- 
emphasis of carrying brand names 
where it requires duplications. 


A good example is the case of 
a hardware wholesaler whom I 
contacted and we discussed the 
NRHA program. 


This wholesaler was not carry- 
ing the Vichek line of hammers 
and he asked me this question, 
“Assuming that it would be de- 
sirable to carry two brands of 
hammers instead of four, which 
two should I throw out and why 
should I buy from Vlichek at all 
when two other established 
brands should satisfy my needs 
according to the NRHA concept?” 

The answer to this problem is 
not easy. 


My frank statement was that 
if Vichek, or any manufacturer, 
cannot perform a service which 
is beneficial to the wholesaler and 
retailer, they do not deserve their 
business. 


The answer given to me on the 
part of this wholesaler was that 
he agreed that he as a wholesaler 
was not recognizing some of the 
sound business practices that are 
recommended through the NRHA 
program and was getting sick and 
tired of carrying the torch for 
others and that it was time that 
he started carrying it for him- 
self. 


Other disappointments have 
been the lack of flexibility in be- 
ing able to carry out the recom- 


mended display arrangements 
which NRHA advocates. 


This is a problem which cannot 
be overcome rapidly due to indi- 
vidual stores not having facilities 
which readily make this permis- 
sible. 





A dealer’s view of 
Turnover Handbook 


“Turnover At Work—A Retailer’s 
View,” a NRHA Congress paper by 
Jack C. Mueller, of Bemidji, Minn., 
will be published in the Aug. 11 
issue of Hardware Age. 


The matter of establishing a 
sound inventory control procedure 
which would function for the 
manufacturer, the wholesaler, and 
the retailer appeared to be a dif- 
ficult problem. After all a manu- 
facturer’s product is not sold un- 
til the retailer offers it to the 
consumer. 

All other steps in the distribu- 
tion channel are merely filling the 
pipelines awaiting reaction of the 
consumer so it behooves us as 
manufacturers to be concerned 
about the retailer because he is 
the only one who can move mer- 
chandise for us. 

While there should be no weak 
links in this chain of distribution, 
the link represented by the re- 
tailer should be extra strong. 

In April of 1959 the Vichek cat- 
alog designated 152 NRHA ap- 
proved Turnover Handbook items 
of hand tools covering wrenches, 
screwdrivers, pliers, chisels, 
punches and hammers. 

The total number of catalog 
tools manufactured by Vichek was 
702. The inventory turnover of 
the 152 items was 5.9 as compared 
with a turnover of 2.87 for the 550 
other items. 


Turnover is doubled 


This indicates a turnover twice 
as fast for the NRHA items as 
for the balance of the Vichek tool 
line. Not only is a benefit derived 
from inventory turnover, a reduc- 
tion in cost of manufacturing is 
gained, due to longer runs, less 
machine setup time and other 
economies. 

In the current Vichek catalog 
released last month we have in- 
creased the number of approved 
Turnover Handbook items from 
152 to 197 which should further 
prove mutually beneficial. 

We feel the Turnover Hand- 
book plan is fundamentally sound 
and intend to support it to the 
very best of our ability. 

I personally believe, and our ex- 
perience to date indicates, that 
the Turnover plan will accelerate 
this orderly movement of mer- 
chandise and that all of us in the 
hardware industry — manufac- 
turer, wholesaler and retailer — 
can look forward to increased 
sales and profits. 





Ideas in action 


Ingenuity in display pays off. 
It stops and holds curious passers-by. 
Here are display ideas you can use 


to increase profits in your store. 


John N. McIntire, McIntire Hardware Inc., Chevy 
Chase, Md., is a man of ideas. He believes that the 
unusual approach to displays and promotions brings 
new store traffic. And he is right. 

Two of Mr. MclIntire’s ideas, shown here, are typi- 
cal traffic makers. 

An empty paint can was sawed apart. Part of it 
was glued to the outside of a display window, the 
rest to the inside. A few cracks were simulated in 
the window, and white paint was allowed to drip 
down. The effect is a smashed window, a surefire 
traffic stopper for a bargain sale in paint. 

A truckload of new power mowers was parked out- 
Clever display work creates the illusion of a smashed side of the store. A battery of ready-to-run samples 
window. was displayed behind it. A big sign told passersby 
that it is mower trade-in day. 

This kind of massive display paid off handsomely 
in sales, for no customer in view of the store could 
miss the message. @ End 





This ingenious outside dis- 
play paid off in big plus 
sales. 
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Better management... 


keynote of Texas meeting 


Develop better management methods and do a better job of selling 


your services, Texas wholesalers are told. Group meetings 


explore many industry subjects. 


More management training and 
better public relations were the 
key subjects of the recent annual 
convention of the Texas Wholesale 
Hardware Assn. 

The importance of continued 
management training as a means 
of improving operations was 
stressed by several speakers. The 


importance placed on this subject 
was reflected in plans by the asso- 
ciation to sponsor a management 
training course in 1961. 

The wholesalers’ convention was 
held in San Antonio, concurrently 
with the annual meeting of the 
Texas Hardware Boosters Club. 

J. W. Barnes, of Waco Hard- 


New Officers of the Texas Wholesale Hardware Assn. include, left to right, 
second vice-president, Ganahl Walker, Jr., Builders Supply Co.; the new presi- 
dent, J. W. Barnes, Waco Hardware Co.; retiring president and chairman of 
executive committee, George H. Norsworthy, Schoellkopf Co., and the first 
vice-president, Jack Caraway, Peden Iron & Steel Co. 
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ware Co., was elected president of 
the wholesalers’ group, and W. B. 
Hoofstitler, of Russell, Burdsall & 
Ward Bolt & Nut Co., was named 
president of the Hardware Boost- 
ers Club. 

The increasing importance of 
wholesalers was stressed in a talk 
by Paul Courtney, executive vice- 
president, National Assn. of 
Wholesalers. Mr. Courtney said 
there was a definite trend under- 
way for wider use of wholesalers 
by manufacturers. 


The flexibility and coverage pro- 
vided by independent wholesalers 
has proved to be a most economi- 
cal method of marketing goods, he 
said. Russia is learning this fact, 
he pointed out, as that country at- 
tempts to broaden the base of its 
mass distribution operations. 


Contrary to statements that ap- 
pear from time to time, the num- 
ber of wholesalers operating in 
the U. 8S. is increasing, as is the 
volume of business they do, the 
speaker told the meeting. Some 
185,000 independent merchant 
wholesalers are in business at the 
present, he said. 


Despite the demonstrated impor- 





tance of the wholesaler, there are 
still some people, particularly in 
Washington, who still look upon 
wholesalers as unnecessary mid- 
dilemen. Because of this, Mr. 
Courtney said, there is an urgent 
need for wholesalers to step up 
their public relations efforts to 
correct this belief. 

As one sign of the growing rec- 
ognition of the importance of 
wholesaling, Mr. Courtney pointed 
to the special courses in distribu- 
tion being developed in_ several 
colleges. 

The problem of imports and 
their effect on national economy 
was discussed in a talk by W. H. 
Leo, Sheffield Steel Div., entitled 
“The Empty Shell.” 

An innovation in this year’s 
wholesaler meetings, which met 
with general approval, was a se- 
ries of group meetings devoted to 
specialized management subjects. 
Top management executives at- 
tended one session, buyers an- 
other, and sales managers a third. 

These special interest meetings 
sparked a great deal of sharp, con- 
structive appraisal of common 
problems. Some conclusions that 





Officers of 
Texas Wholesale 
Hardware Association 
Elected June 18, 1960 


President 


J. W. Barnes 


Waco Hardware Co. 


First vice-president 


Jack Caraway 
Peden Iron & Steel Co. 


Second vice-president 


Ganahl Walker, Jr. 
Builders Supply Co. 


Secretary-treasurer 


Howard Weddington 
1327 National Building 
Dallas 


Executive committee 


G. H. Norsworthy, Scho- 
ellkopf Co.; A. H. Lane, 
Huey & Philp Co.; H. B. 
Martch, Zork Hardware 
Co.; J. C. Pollard, W. H. 
Richardson Co.; Tom 
Churchill, Buhrman- 
Pharr Hardware Co. 











W. B. Hoofstitler, the new 
president of the Texas Hard- 
ware Boosters Club. Mr. 
Hoofstitler represents Rus- 
sell, Burdsall & Ward Bolt 
& Nut Co. 


were drawn at these meetings in- 
clude the following. 

Sales managers must seek means 
of broadening the interest of their 
salesmen in the whole catalog. Too 
many salesmen tend to concentrate 
on one section. The value of sales 
meetings and training programs 
came in for critical study. The 
view was expressed that when 
time, expense, and business lost 
are considered, the average dis- 
tributor may be holding too many 
meetings. 

The buyers’ group expressed the 
opinion that there is need for more 
realistic dating programs by man- 
ufacturers. The higher cost of 
borrowing money, for example, 
has weakened the effectiveness of 
many such programs. The buyers 
also indicated that they would 
welcome wider use of the 2 percent 
discount by manufacturers. 

The question of handling dupli- 
cate lines of merchandise also 
came in for study. It was the con- 
sensus that there is too much du- 
plication and that considerable 
economies can be realized through 
reducing over-lapping lines. 

There were some complaints 
voiced over the manner in which 
manufacturers’ deliveries have 
lengthened. On the other hand, 
the factories came in for some 
praise on the improvements they 
have made in packaging. Most 
package quantities are good, it 
was felt, except perhaps in the 
housewares field where carton con- 


tents are still too high in many 
items. 

Wider use of decimal packaging 
and unit pricing was urged, and a 
general objection to pre-priced 
merchandise was recorded. 

Among the other actions taken 
by the wholesalers was considera- 
tion of a proposal to develop a 
symbol for the association that 
could be used in correspondence, 
on orders, etc. 

A special booth will be spon- 
sored by the association at the 
next Texas retail hardware show. 
This project is part of the associa- 
tion’s stepped up public relations 
efforts. 

The executive committee of the 
association also voted to join the 
National Assn. of Wholesalers as 
associate member. 

Among the social activities that 
highlighted the convention was a 
golf tournament. Low net among 
wholesalers was turned in by Jack 
Husbands, Morrow-Thomas Hard- 
ware. Low net gross was re- 
ported by L. Wilson, Buhrman- 
Pharr Hardware. Booster low net 
was earned by Swede Swenson, 
Ballem & Wells, and low gross by 
Lum Foster. 





Officers of the 


Texas Hardware 
Boosters Club 


Elected June 17, 1960 


President 


W. B. Hoofstitler 
Russell, Burdsal] & Ward 
Bolt & Nut Co. 


First vice-president 
C. A. Goldstrohm 
American Chain & Cable 


Co., Ine. 


Second vice-president 


Ray H. Young 
Peterson & Lowe 


Secretary-treasurer 


Baron Creager 
6131 Luther Lane 
Dallas 


Executive committee 


E. H. Farrar; R. E. Cox, 
H. A. Varner & Assoc.: 
Joe L. Ballem, Ballem & 
Wells Co.; R. P. Haw- 
kins, Washburn Co. 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 53, and mail 


Item 1 
Hand truck for home use 


Most of your customers will have 
plenty of use for this 2-wheeled, 


40-in. hand truck. It is useful for 
moving trash cans and other heavy 
items. It retails for $5.90. The 
frame and cross grip are hardwood, 
the nose is steel and the 6-in. 
wheels have nylon bearings. Weight 
is 6 lb. Wood Shovel & Tool Co., 
Dept. HA, Piqua, Ohio. 


Item 2 
Drapery hardware displays 


Three models of preassembled 
self-service drapery hardware mer- 
chandisers are available, spotlight- 
ing the fastest selling items in the 
Stanley-Judd line. These Shopper- 
stopper displays present the prod- 
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ucts on a black background in a 
white picture frame and come with 
a set of identification cards with 
space for price. Displays come in 
4x3 ft,4x3ftand4x6ft. The 
4x 3 ft unit is shown with a basic 
inventory valued at $132.62. Deal- 
er cost $75. The display is free 
with the deal. The other two deals 
come with $272.45 worth of mer- 
chandise at a cost to you of 
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$149.95. Tubular steel legs avail- 
able for the displays at $3 a pair. 
Stanley-Judd Div., Stanley Works, 
Dept. HA, Wallingford, Conn. 


Item 3 
Trim lines on new scale 


Trim lines are featured in the 
Weighmaster personal scale line. 
Other features are a heavy chrome- 


plated handle, stainless steel trim 
and a 3-in. magnifying glass. An 
Equalizer-Bar mechanism assures 
accurate weighing on soft carpets 
or on any hard floor. The Mylar 
mat is stainproof. It comes in six 
colors and retails for $7.95. Han- 
son Scale Co., Dept. HA, 1777 
Shermer Rd., Northbrook, Ill. 


Item 4 
Builders’ hardware display 


This display stand, No. 6000, 
holds 21-fast-moving Lockwood 
builders’ hardware items and ro- 
tates for selection. The display is 
a tubular frame with grained hard- 
wood panels. Items mounted on the 
display are: 11 locksets, a night 
latch, a screen door latch, two 
screen and storm door closers and 





Here is a quick Check 
List of items described 
in the following pages 











six padlocks. Other items can be 
subsituted on request. The display 
is available on a shared cost basis. 
Lockwood Hardware Mfg. Co., 
Dept. HA, Fitchburg, Mass. 


Item 5 
Free display for paint tools 


This display that holds 35 differ- 
ent Warner paint tools is free with 
tool assortment No. 1023. Special 


tool hangers come with the display. 
All tools are priced. The top half 
of the display rotates. The display, 
without floor stand, is available as 
the No. 1039 rotating counter mer- 
chandiser. Warner Mfg. Co., Dept. 
HA, 801 16th Ave. S. E., Minne- 
apolis 14, Minn. 





Quick Index to Buying Check List 





[] Hand truck for home use 

Drapery hardware displays 

Trim lines on new scale _. 
Builders’ hardware display ..... 
Free display for paint tools 
Fold-away clothing hanger ..... 
Wheel replacement display ....... 
Zinc-dipped roof deck nails _. 
Vinyl plastic tank ball 

5-ft high paint display 

Economy radial arm machine .... 
Combination reel power mower 
Economy boat light kit 
Combination outing kit ..... 
Fast recovering water heater 
Four plastic kitchen items 
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Moving sprinkler reels hose . 
Blister packed caulk cement 
Self-adhesive patterns 
Four-color rotating wheel .. 
$8.95 enameled percolator 
Self-contained mouse killer 
Chromed sliding shelves 

Fix-it department display 

4-in. flatting wall brush 
Revolving paint merchandiser 
Carded apple slicer-corer 

14 self-drilling anchors 
Seven-piece beverage set 
Tape and cord merchandiser .. 
18-gauge steel joist hangers 
Portable metal cabinets 

Eye hook for rope binding .... 
Tap set in plastic pouch _. 
Portable hair dryer and case 
Measuring wheel in case . 
Gun grease in squeeze tube _. 
Tray table with tapered legs .. 
Improved caulking compound .. 
Low-priced submersible pump .. 


HoooooOoOoOoOoOoOoOo0O0oOoOoOoOo0O00U! 


Mosaic pattern on stove mat .... 
Slide action magnum rifle 
Propane torch promotion 
Mounted mallard duck decoy .. 
Spark plug sockets display ...... 
Two low-priced jet pumps . 
Large size machinists’ chest . 
Electric plug safety device 
New ranch type mail boxes 
Silicon treated dust cloth . 

[] New air-stop door bottom 

[}] One-piece shaker-grinder . 

[] Inexpensive dado head line 

[] Aluminum nails in new cans 
[] New high-speed racing kart 

[] African violet growing mix 

[] Swimming pool pump line 

[] Divided rubber caddy unit 

[] Space-saving pylon display 

[) Yellow bulbs in floor unit 

[] 12-in. power lawn trimmer 

[] Low-cost shot shell reloader 


OOOOOoOoOoo0 


Shower water saving device 
Handy garbage container . 
Automatic portable heater 
Machanics’ tools bulletin 
‘4asonry anchor chart . 
Two-way radio bulletin . 
Water systems catalog 
Furniture hardware catalog 
Urethane coatings folder 
Catalog sheet on hooks 
Kitchen tocl set sheet . 

lron railing picture story 
Floor covering catalog 
Typewriter brochure .. 
Ductile iron pump bulletin 
Literature on free file rack 
Gas heater literature .. 

[}] Screw thread measuring gauge 
[] Polyethylene film brochure |. 
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Item 6 

Fold-away clothing hanger 
There is plenty of use for this 

compact clothing hanger in your 

customers’ homes or in your own 

store. The chrome plated unit at- 


$e Sth RM a, So 


taches to any door hinge without 
fasteners and folds away when not 
in use. It holds about 10 garments. 
Retails for $2.98. Great Lakes 
Tractor Co., Dept. HA, 510 Hanna 
Bldg., Cleveland 15, Ohio. 


Item 7 
Wheel replacement display 


You can offer your customers 
wheel replacement service with Al- 
lied Wheel’s No. 400-A Wheel Dis- 
play Assortment. This assortment 
has 20 offset hub type wheels. In- 
cluded are two each of ten sizes 
and tire types, ranging from 5 to 
9 in. in diameter, giving coverage 
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BUYING CHECK LIST 


for popular rotary lawn mowers. 
Also included are hub caps and re- 
ducing bushings, and a compact 
metal sales display. Each assort- 
ment includes two free 6 x 1.50 
wheel and tire assemblies for lawn 
mower replacement. Wheels come 
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individually packaged and replace- 
ment inventory is available. Allied 
Wheel Products, Inc., Dept. HA, 
Toledo, Ohio. 


Item 8 
Zinc-dipped roof deck nails 


Here is a complete line of zinc- 
dipped nails for roof decking and 
roof shingling work. Stormguard 
Insulation roof deck nails come in 
three sizes to handle 114, 2, and 3- 
in. decking. These nails have extra 
large, thin heads and annular 
shanks. Annular ring shank Storm- 
guard nails are available in 1% 
and 1%4-in. lengths for asphalt 
shingle work. These nails have 14- 
in. heads. Asphalt shingle nails 
are available in % to 2%-in. 
lengths. W. H. Maze Co., Dept. 
HA, Peru, Il. 


Item 9 
Vinyl plastic tank ball 


Here is a toilet bowl tank ball 
made of vinyl plastic. Rol-O-Valve 
is constructed to roll into place. It 
reseats itself in a different position 
each time. Rol-O-Valve threads into 
the stem, and no tools are required. 
It has been tested for all types 
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of water. Rol-O-Valve is guaran- 
teed for five years. Retail price is 
97¢. Rol-O-Valve Sales, Dept. HA, 
Box 167, Americus, Ga. 


Item 10 
5-ft high paint display 

O’Brien’s 75 House Paint is fea- 
tured in a 5-ft high display for 
fioor or window. The display is 
made of a three-foot can with a 
two-foot illustrated panel on top. 
The panel shows a newly painted 
home and attracts traffic. O’Brien 
Corp., Dept. HA, South Bend 21, 
Ind. 


Item 11 
Economy radial-arm machine 


This DeWalt radial arm power 
tool sells for less than $200. Known 
as 925 E, this home workshop ma- 
chine supplements the Power Shop 
line. Special features are a fully 
enclosed flat-bottomed motor that 
delivers 1.8 hp at the cutting spin- 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


dle; cam safety switch that actu- 
ates in any direction and is remov- 
able when the power is off; and a 
dual arbor motor shaft. A 2%-in. 
depth of cut can be gotten with a 
9-in. saw and ripping capacity is 
24-in. DeWalt, Inc., Dept. HA, 
Lancaster, Pa. 


Item 12 
Combination reel power mower 


The newest 21-in. reel power 
mower in the Pincor line can be 


used as a self-propelled or push 
mower. The power can be engaged 
by lifting the handle and disen- 
gaged by dropping the handle. This 
unit, Model 321-S, trims up to % 
in. of trees and shrubs. There are 
no drivers on the tires and the 3- 
hp engine has a wind up snap 
starter. Controls are on the handle. 
Pioneer Gen-E-Motor Corp., Dept. 
HA, 5840 W. Dickens Ave., Chi- 
cago 39, Ill. 


Item 13 
Economy boat light kit 


Boat-owning customers can con- 
form to new laws in 38 states, re2- 
quiring standard night running 
lights, with this economy priced 
package for small boats. The kit 
is for outboard or inboard craft of 
26 ft or less. It includes a red- 
green bow light and white stern 
light on an ensign staff. Both are 
powered by a steel-cased, dry-cell 
6§-volt battery designed for 60 





Item 17 
Moving sprinkler reels hose 


This Sherman sprinkler, for 
large lawns around schools and in- 
stitutions, rolls as it sprinkles and 
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hours of intermittent operation. 
The self-display carton contains an 
illustrated booklet covering state 
and Coast Guard regulations for 
boating. Burgess Battery Co., Div. 
of Servel, Inc., Dept. HA, Freeport, 
Til. 


Item 14 
Combination outing kit 

The lone fisherman or couples on 
outings will be customers for this 
outing kit. It has a promotional 
one-quart vacuum bottle and a 
large plastic sandwich box. The kit 
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is a leather-like saddle tan vinyl 
case with a zipper. Sells for about 
$5.95. American Thermos Prod- 
ucts Co., Dept. HA, Norwich, Conn. 


Item 15 
Water heater recovers fast 


Hotstream’s J-40 water heater 
has a combination internal-exter- 
nal flue construction to give it a 


high recovery capacity. 


shaded areas in the illustration 


show flue construction.) The 40-gal 
automatic storage type heater re- 
covers at the rate of over one gal- 
lon per minute raised 100 degrees 
F. This heater stands 64-in. high, 
is 20-in. in dia and has a newly 


——_ 
a 


. 


zs 


eh .2 


! 
rn 


ie! 
' 7 


' 
| 


ae 


nea? 
— > 


eae. 


ee 


—~—e 


> 
4) 
SE ee a ee ; 


ng 


—— 
e 
a wi, oe 


ate 
{ 
et 


designed draft hood that is only 
3-in. high. Hotstream Heater Co., 
Dept. HA, 2363 E. 69th St., Cleve- 
land, Ohno. 


Item 16 
Four plastic kitchen items 


This silverware drainer (shown) 
is $1.29; butter dish, 39¢; rectan- 
gular dishpan, $2.49; and a salad 
mold, 98¢. A full color 42-pe as- 
sortment of these items is avail- 
able with six free plate and bow! 
scraper assortments worth $1 
apiece included. Price for the as- 


sortment is $46.92 with a 47 per- 
cent profit. Rubbermaid Inc., Dept. 
HA, Wooster, Ohio. 


(The 


reels in its own hose automatically. 
The Traveler sprinkles a 50 x 200 
ft area at one setting. Hose can 
be laid in any pattern and around 
obstacles and the sprinkler moves 
about 20 ft per hour, providing a 
watering equivalent to 1 in. of 
rainfall. Retails at $48.95. H. B. 
Sherman Mfg. Co., Dept. HA, Bat- 
tle Creek, Mich. 


Item 18 
Blister packed caulk cement 


Plastic Wood Caulking Cement is 
now available in blister packaging 


TAL. 
WHITE CAULKING 
~ CEMENT 


for perforated panel display. This 
waterproof compound sticks to 
everything from tile and plastics to 
cloth inside or outside. Boyle-Mid- 
way, Dept. HA, 22 E. 40th St., New 
York. 


Item 19 
Self-adhesive patterns 


Six new patterns are available in 
the Con-Tact line of self-adhesive 
plastic coverings for wall or table 
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Sis | 
top use. The patterns range from 
the Bucks County (shown) in olive 
and orange on a beige background 
to Fleur-De-Lis for rooms with a 
forma! look in gold on beige, gold 
on blue. Con-Tact sells at 49¢ per 
yd. Cohn-Hall-Marx Co., Dept. HA, 
40 W. 40th St., New York 18, N. Y. 


Item 20 
Four-color rotating wheel 


With this Colortone Roto-Wheel 
dynamic changing colors can be pro- 
jected on aluminum, flocked, or 
stainless-steel Christmas trees. 
Cable Electric’s heavy-duty metal 
unit is also handy for store use. It 
features a metal reflector guard, a 
4 rpm magnet type motor, an on 
and off switch, and a 12% in. thea- 
ter type color disk with red, blue, 
amber, and green color sections. 
This wheel can be used with any 
lamp up to 150 watts. Units are in- 


dividually boxed and retail for $9.95 
each. Cable Electric Products, Inc., 
Dept. HA, 234 Daboll St., Provi- 
dence, R. I. 
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Item 21 
$8.95 enameled percolator 


Here’s a new percolator that 
features a smooth vitreous surface 
for easy cleaning. It is made of 
heavy gauge steel and is finished 
in Pearltone porcelain enamel. In- 
set, spreader, and cover are en- 
ameled. The handle is smooth heat- 
resistant plastic. This utensil can 
be used without inset as a pitcher 


for hot or cold liquids. Retails for 
$8.95. United States Stamping Co.., 
Dept. HA, Moundsville, W. Va. 


Item 22 
Self-contained mouse killer 


This new product, called Warf 
Mouse Killer, is offered in a box 


containing two separate two-ounce 
packages of mouse killer. The box 
can be used as a bait station by 
breaking the perforated flaps on 
the front panel and tearing the 
packages inside. It can also be used 
as two separate bait stations by re- 
moving the packages and placing 


them in desired locations. The box 
is pre-priced to retail for 79¢. 
Black Leaf Products Co., Dept. 
HA, 6147 N. Broadway, Chicago. 
47, ll. 


Item 23 
Chromed sliding shelves 


Inaccessible, cluttered cabinets 
can be converted into neat and use- 
able areas with Dormetco Glide-Out 


Shelf. The chromed shelf rides on 
a stationary track and glides out at 
a touch. This shelf fits into areas 
10 x 17 in. and a choice of sizes 
ranges to 16% x 214%, in. They can 
be used in kitchen and bathroom 
cabinets, linen shelves and utility 
closets. Metal or wood type screws 
are provided. The shelf comes to a 
stop when fully extended and lifts 
out easily. Prices range from $3.95. 
Dormetco, Inc., Dept. HA, Los An- 
geles 64, Calif. 


Item 24 
Fix-it department display 


You can set up a complete fix-it 
department in less than two square 
feet with this floor display from 
Woodhill Chemical. The display 
holds up to eight dozen Duro-Plas- 
tic fix-it packages. It’s for use with 





These 


Marlin 


buck- 
busters 
are 
money- 
makers 
too! 


This 2-color ad for Marlin high- 
power rifles will run in leading 
outdoor and men’s magazines 
this Fall—telling Marlin’s story of 
Micro-Groove accuracy, rugged 
dependability and top value to 
an audience of over 12,000,000 
men, including hundreds of 

your best customers. 


Marlin business is profitable 
business for you. Low down- 


payment turns lookers into buyers, 


and the Marlin Pay-Loter Plan 
protects you against risk or loss. 
Marlin’s Micro-Power Scope 
“combo” adds scope profits to 
rifle profits, with little selling 
effort on your part. Marlin 
Micro-Groove quality makes 
satisfied customers for your store 
—brings ‘em back for ammo, 
tackle, camping equipment, etc. 


So remember—when it’s profits 
you're gunning for—‘“‘you can’t 
miss with Marlin!”’ 


Dealers! write for new 

4-color catalogs, promotional 

material and latest price list to 
Marlin Firearms Co., 

New Haven, Conn. Dept. X-6. 


Yo 


+4 ‘ 


Prices subject 
to change 
without notice 


*Under Marlin 
Pay-Later Plan 


— : 
Want more facts? Circle 111, p. 53 


o ¢ ‘ “ % ne 
a Tern 
. Ys 


This Marlin Micro-Groove Model 336 Carbine, 
chambered for .30-30, .32 Special and .35 caliber 
loads, is a coast-to-coast favorite of big-game hunters 
—because it packs a punch that plows through brush 


x and clobbers deer for keeps! 


; 


~ ’ | 
Like all Marlin rifles, this rugged game-getter has 
Micro-Groove Rifling, an exclusive Marlin advantage 
—16 shallow grooves instead of 4 or 5 deep ones grip 
the bullet firmly, reduce gas leakage, prevent “muzzle flip” and 


bullet wobble, give up to 25% better accuracy! 


— 


eee 


You save $10 when you buy the Model 336 and Marlin Micro- 
Power Hunting Scope “combo.” In 212 X or 4X, this qualitv scope 
has coated lenses, eye shade, positive click adjustments for wind- 
age and elevation with weatherproof caps. Receiver is drilled and 
tapped for easy mounting— all mounts included. 


All Marlin Model 336 high-powers have these quality features: 
6- or 7-shot tubular magazine; solid-top receiver with automatic 
side ejection; 2-piece firing pin prevents firing before gun is fully 
cocked; gold-plated trigger; drilled and tapped for Marlin Micro- 
Power Hunting Scope or Lyman 66LA peep sights; blued steel 
barrel made of Special Analysis Ordnance Steel with crowned 
muzzle; stock of high-grade walnut, with special weather-resistant 
finish; hard rubber butt plate with white liner-cushion. Model 
336 Carbines are priced at $82.00, only $8.00* down; with 4X 
Marlin scope, $121.95, only $12.00* down. 


MARLIN MODEL 336 “TEXAN” is a west- 
ern-style carbine with straight grip for fast removal from 
saddle scabbard, available in .30-30 or .35 calibers. Priced 
same as Model 336 Carbine. 


MARLIN MODEL 336 SPORTING CAR- 
BINE has %-length tubular magazine with 6-shot capacity, 
available in calibers .30-30, .32 Special, .35; also .219 Zipper 
for varmint-shooting. Priced same as Model 336 Carbine. 


Only 


Mariin 


has Micro-Groove 
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Marlin Firearms Co., New Haven, Conn., U.S.A. DK-8 


Please send m:e the new 90th Anniversary Marlin illus- 
trated catalog in full color, plus illustrated booklet on 
telescopic sights. I enclose 25¢ to cover handling and 
mailing. 


NAME 





ADDRESS. 





CITY 
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here’s where 
being a 


off in EXTRA PROFITS! 


The old saying—“Them who has— 
gits,” certainly applies to the pro- 
gressive dealer who stocks and sells 
the UNION line. He gives customers 
what they want... gets extra dollar 
volume, extra profits in return. 


Dealers wise find it pays to UNION- 
ize with the most complete line of 
all-steel chests available today in 
sizes and styles to meet all customer 
requirements. How about you? 


48414 TACKLE BOX 


7817 MECHANICS’ 
TOOL BOX P 


41011 CASH 
and BOND BOX 


<4U-12 
PARTS 
CABINET 


‘JOBBERS! 
DEALERS! 
Write for 
Catalog 
and 
Prices 


U NION STEEL CHEST CORP. 

LEROY, NEW YORK 
Want more facts? Circle 112, p. 53 
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two different headers. One header 
sells the complete line of Duro- 
Plastic products. The other is used 
for special promotions on Duro- 
Plastic Mender. The display base 
is 15 in. square, and stands 52 in. 
high. Woodhill Chemical Co., Dept. 
HA, 1390 E. 34th St., Cleveland, 
Ohio. 


Item 25 
4 in. flatting wall brush 


Maendler’s No. 9157 flatting wall 
model is a one-piece, block style 
brush with a beavertail, extension 


type, hardwood handle, and a stain- 
less steel ferrule. Five rows of fine 
blend tapered Tynex nylon with 
split or flagged tips vulcanized in 
rubber make this a medium weight, 
1°g-in. thick, large volume brush. 
It is available in 4 and 41% in. size. 
This wall brush is recommended for 
high production work on overhang. 
Maendler Brush Mfg. Co., Dept. 
HA, St. Paul, Minn. 


Item 26 


Revolving paint merchandiser 


You can boost impulse sales of 
aerosol paints with this revolving 
merchandiser from Krylon. The 
rack holds 192 16-0z cans in 4 sq ft 
of floor space and stands 58 in. 
high. It has four revolving shelves 
with 48 cans on each. Available to 
you at $25 with the purchase of 48 
16-oz cans of spray paint. You get 
24 16-oz cans free, in your choice 


of colors, with the deal to cover 
the cost of the display unit. Ary- 
lon, Inc., Dept. HA, Norristown, 
Pa. 


Item 27 


Carded apple slicer-corer 
Ludwig’s apple slicer-corer is 
made with a plated steel frame and 
stainless steel cutting blades. These 
blades cut the apple into eight slices 
and core it at the same time. Each 
slicer-corer is individually mounted 
on a colorful card and is punched 


Ba —G5UING Typ, 


for rack use. It retails for about $1. 
Ludwig Mfg. Co., Dept. HA, Racine, 
Wis. 


Item 28 
14 self-drilling anchors 


Holub’s new line of 14 self-drill- 
ing anchors includes types for hand 
installation and impact hammer. 
The Hi anchor is a combination drill 
and fastener that has eight cutting 
teeth. Shell and expander plug are 





made of case hardened, zinc-plated 
steel. Three types are available: 
flush type in six sizes, 4% through 
34 in.; snap-off type in seven sizes, 
1, through “% in.; and tie-wire in 
one size. Holub Industries, Inc., 
Dept. HA, Sycamore, Ill. 


Item 29 
Seven piece beverage set 


This new Hazelware E/Z Serv 
beverage set features a floral pat- 
tern with the larger flowers in white 


and the smaller ones edging the top 
in gold. The seven piece set has a 
suggested retail price of $1.98. 
Hazel-Atlas Glass Div., Continental 
Can Co., Dept. HA, 100 E. 42nd St., 
New York 17, N. Y. 


item 30 
Tape and cord merchandiser 
This sturdy steel rod “‘T” stand 
display and sign is free with your 
initial order of either six rolls of 
Ru-son’s #2650 cotton tape roll, 
#2736 velon plastic tape or #2755 
reel cotton cord. One roll of white 
and one roll of duck cotton tape, one 
roll of white and one of duck velon 
plastic tape, and one reel of white 
cotton cord fit in the stand. Deal 














L-301S 
Gallon Jug 


L-300S 
Half Gallon Jug 


Lustro-Ware Extra WIDE MOUTH 
FOOD ’N BEVERAGE JUGS 


Hi-density po lyethylene 
Another exciting FIRST from Lustro-Ware... 


indestructible “HOT or€ OLD" jugs (gallon and 
¥2 -gallon sizes) thgpcombine smart styling 


with widest utility yet! Tight-seal screw cap 


_gpebig 4° mouth make both sizes perfect for 
transport or storage, give easy access to 


contents. Boil-proof, in gay colors. 


Cuponr Soft" VINYL SINK DIVIDER MAT 
with matching accessories 


L-119S Get an exclusive “first look”’ 
at the new cushion-soft Lustro-Ware 
SINK DIVIDER MAT of indestructible 


vinyl. Fashioned for attractive 


appearance and maximum protection. 
Matches vinyl SINK MATS and hi-density 
polyethylene I-piece DISH-DRAIN PAN. 


Also new at NHMA show — Ruffled 
Lace Coaster and Cup & Saucer 
Set plus merchandising specials. 


Booths 1523-25-27-29 
Atlantic City, July 11-15 


WORLD’S LARGEST 


Hi-density polyethylene 
ELECTRIC MIXER BOWL 


B-15S The light, dishwasher-safe, indestructible bowl 
especially for electric mixers . . . 342 qt. capacity. 
Wide-flange rim makes it extra easy to handle. 

Also available with air tight cover (B-15 CS). 
COLUMBUS PLASTIC PRODUCTS, INC., Columbus, O, 


manufacturer of plastic housewares 


Want more facts? Circle 113, p. 53 
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for 
over 
75 years 


. McGILL 


and RAT TRAPS 


~~ DK PREFERRED 


Frees 
Pe al : 


the MeGil PL C 


Over 75 years of customer preference at- 
tractively packed in this convenient, self- 
service 2-PAC. Eye-appealing, buy-appeal- 
ing, pre-priced two for nineteen cents, and 
transparent package are proven traffic 
stopper features. Easy dependable, four-way 
trigger action build customer satisfaction. 


ALSTEEL 2-PAC 


This attractive, nickel- 
plated Alsteel 2-PAC 
sells itself. Easy and safe 
to set, sanitary ejection 
plus fast, dependable 
action features trap 
more sales. 


For business and home 
use, this attractive, five 
position, razor blade 
type scraper and cutter 
has sure-fire sales ap- 
peal. Each scraper sup- 
plied with blade . . 
ready to use. 


McGIL 


MARENGO e 


METAL PRODUCTS 
COMPANY 
ILLINOIS 


Went more facts? Circle 114, p. 53 
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#358 has a retail value of $53.20. 
Ru-son Products, Dept. HA, 278 
Johnston Ave., Jersey City 4, N. J. 


Item 31 
18-gauge steel joist hangers 


Two sizes of 18-gauge steel joist 
hangers have been added to the 
Kees line. These galvanized, rust- 
resistant hangers come in a No. 14 











size for 2x4’s and 2x6’s; and in a 
No. 18 size for 2x8’s, 2x10’s and 
2x12’s. F. D. Kees Mfg. Co., Dept. 
HA, Beatrice, Neb. 


Item 32 
Portable metal cabinets 


The new Toter line of Jiffy cabi- 
nets has hinged metal door over the 
face of drawers and snap locks at 
the side to prevent accidental spill- 
age. Bail handle on top is placed 
for balance when cabinet is carried. 
Four sizes are available: 16, 20, 24, 
and 32 drawer models. Frames and 


doors are metal in gray baked 
enamel finish. Crystal-clear drawers 
are standard Jiffy size with labels 


and bin-dividers included. DH-24 is 
shown. Retails for $9. Campro 
Products, Inc., Dept. HA, Canton, 
Ohio. 


Item 33 
Eye hook for rope binding 


This eye hook is for use on 
trucks and boats to bind rope over 
tarpaulins and so on, but, it is also 
useful as a clothesline hook and 
general utility uses. The hook is 
made of .328 zinc-plated wire and 
is 3% in. long. Packed 10 per box, 
10 boxes to a carton. Turnbuckles, 
Inc., Dept. HA, Box 333, Michigan 
City, Ind. 


Item 34 
Tap set in plastic pouch 


This tap set, No. $105, contains 
five high quality Ace taps and a 
sliding handle T tap wrench pack- 


ae ” 





aged in a pocket sized plastic pouch. 
The case has a transparent front 
with all tap sizes marked. Taps 
range from 6 x 32 to %4 x 20. 
Henry L. Hanson Co., Dept. HA, 
Worcester, Mass. 


Item 35 
Portable hair dryer and case 


Women customers and gift-buy- 
ing men will be traffic for this Do- 
minion hair dryer packed in a lug- 


Check your caster stock against this 
N.R.H.A. turnover recommendation 


Bassick is proud to have casters on the turnover plan 
that lists the basic hardware items which account for 
80% of the stock considered essential to every hardware 
store. Many successful hardware men use this list as a 
basic business tool. 

The caster stock below is taken directly from N.R.H.A. 
studies. Bassick catalog numbers are there to help you 
complete your stocks most easily. Remember, you’re 


likely to lose orders if your stock is too low. Order the 
Bassick Casters you need to bring it up to par from your 
jobber. The Bassick Company, Bridgeport 5, Conn. In 
Canada: Belleville, Ont. 0.21 


gage-like case. A flexible hose and 
vinyl! drying hood store around the 
large removable mirror in the lid. 
The 6-lb unit has pushbutton con- 
trols, signal light, and accessory 
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compartment. Model 1805 sells for 
$29.95. Dominion Electric Corp., 
Dept. HA, Mansfield, Ohio. 


Item 36 

Measuring wheel in case 
Lufkin’s Model 202 measuring 

wheel is a tool for measuring dis- 


tance and quickly measures rela- 
tively smooth surfaces. It mea- 


RECOMMENDED BASSICK ITEMS 
Recommended 
item In Sets 


Recommended 
in Sets 


Bassick 


Bassick 
Catalog No. item 


Catalog No. 








Office Chair 2sets Boxed 8696 
Truck Casters, 

Rubber 3sets Boxed 2616E 
Plate Casters: 

14%4” Wheels 4sets Carded 5629SWBE 

15%e” Wheels 4sets Carded 7629SWBE 
Gripneck: 

1%” Wheels 4sets Carded 5639SWBE 

156” Wheels 4sets Carded 7639SWBE Furniture Glides: 
Tea Wagon Small 

Gripneck: Medium 

2” Wheels 2sets Carded 9428SOCE Large 

2sets Carded 9429SCNE 


|= ERAT (6 4 


A DIVISION OF 


3” Wheels 4sets Boxed 13428S0C 
Stee! Wheel: 

2” Wheels 4sets Boxed 9621RP 

242" Wheels 2sets Boxed 2611E 

3” Wheels 2sets Boxed 3611E 
Caster Cups: 
Phenolic 





24sets Display Pkg. NDC-6E 
Display Pkg. NDC-7E 


12 sets Display Pkg. CG-9ONE 
12 sets Display Pkg. CG-SINE 
12 sets Boxed CG-92N 








sures from wall to wall and from 
line to line, recording the total dis- 
tance in feet and inches by a built- 
in totalizer and the recessed scale 
on the circumference. An audible 
click every two feet and a loud bell 
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STEWART-WARNER CORPORATION 


Excellence 
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note indicate the 100-ft mark. The 
tool can be preset for a desired dis- 
tance and it has a retractable han- 
dle that extends to 34 in. It has a 
leather carrying case and retails 
for $29.75. Lufkin Rule Co., Dept. 
HA, Saginaw, Mich. 


Item 37 
Gun grease in squeeze tube 


Hoppe’s Gun Grease is now 
available in a squeeze tube that of- 
fers easier application. This gun 
grease neutralizes acid conditions 
and protects guns from rust and 


} 
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—— 
corrosion from metal sweat and 
moisture. Frank A. Hoppe, Inc., 
Dept. HA, 2314 N. 8th St., Phila- 
delphia, Pa. 





5 


Item 38 
Tray table with tapered legs 


All Cal-Dak tray table sets for 
1960-61 feature tapered legs to fit 
today’s decor. Tapered plastic tips 
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are locked into the legs. Leg styles 
come in black, bronze or brass- 
plated finishes and trays are Fiber- 
glas reinforced or metal in King- 
Size and Queen-Size lines. A va- 
riety of patterns are available from 
fiorals to Orientals. The Hampshire 
pattern is shown here in a King- 
Size set retailing at $17.95. Cal- 
Dak Co., Dept. HA, 2525 Military 
Ave., Los Angeles, Calif. 


Item 39 
Improved caulking compound 


Longer shelf life and less shrink- 
age are features of this popular- 
priced Plastoid caulking compound. 
This caulk can be gunned over a 
wide temperature range, can be 
painted within one hour and stays 
plastic for years, inside or out. 
Available in two whites and gray 
colors in a sealed cartridge with 
spout at 98¢. Quart, gallon, and 
5-gallon containers also available. 
Plastic Products Co., Dept. HA, 
6475 Georgia Ave., Detroit 11, 
Mich. 


Item 40 

Low priced submersible pump 
Gould’s 14-hp submersible pump 

for well depths to 60 ft can be in- 

stalled with %4-in. pipe which saves 





on installation costs. The pump, 
called 14-hp UEH, lists for $165. 
This light weight unit contains fea- 
tures of other units in the Silent 
Flow line. Goulds Pumps, Ine. 
Dept. HA, 210 Black Brook Rd., 
Seneca Falls, N. Y. 


Item 41 
Mosaic pattern on stove mat 


Pro-Tex steel and asbestos stove 
and table mats are now available 
with a mosaic pattern to fit in with 
any customers’ decor which follows 
the current mosaic rage. The mats 
have steel tops, air cell insulation 
and asbestos backs and come in five 


colors in sizes to fit all stove tops. 
Ballonoff Metal Products Co., Dept. 
HA, 2138 Lee Rd., Cleveland 18, 
Ohio. 


Item 42 
Slide action magnum rifle 


Winchester’s Model 61 Magnum 
rifle is a slide action repeater and 


is a modification of the Model 61. 
This rifle uses the 22 Winchester 
Magnum rim fire cartridge. The 
gun has a 24-in. barrel. Sells for 
$66.50. Winchester-Western Div., 
Olin Mathieson Chemical Corp., 
Dept. HA, 460 Park Ave., New 
York 22, Miz 


Item 43 
Propane torch promotion 


You can buy five Bernz-O-Matic 
TX-10 Master Torches for $23.25 
and get a sixth propane torch free 





“Here's How Ly Pre-Pricing Has 
Simplified Your Tool Sales And... 
Saves You Time and Money” 


Every Popular P2aC Tool 
is PRE-PRICED 
for Quick...Easy... 
Profitable Sales 


P&C takes your headwork, guesswork and in- 
store-cost out of tool pricing. Whether you stock 
a few P&C tools or one of the complete tool de- 
partment merchandisers, each popular tool 
arrives with the price plainly marked on it. All 
you have to do is put the tools on the fast- 
selling P&C Merchandiser. 


Your customers can tell at a glance the price 
of any tool. You save time and money on pric- 


ASK ABOUT THE ing. You end customer confusion . . . stop cash- 
register mistakes and most important of all stop 


SATELLITE 200 profit losses. 


Here is the hottest tool mer- 
chandiser available today. ® 
Colorful, compact, eye-catch- 
ing and sales stimulating. 


Three 3-sided pylons (each a 
ditferent color) turn easily. TO Q “ C OM PA N y 
Three persons can shop at Subsidi F 
one time. Ask your wholesaler Portland 22, Oregon : oe : 
salesman for the details. Chicago Warehouse and Sales Office Py a 
Box 87, Schiller Park, Illinois o 
In Canada, Box 366, London, Ontario QZ 
Want more facts? Circle 116, p. 53 
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during this promotion which offers 
you a 44 percent profit. Each torch 
retails for $6.95. A mobile self- 
service display is supplied free for 
the promotion and it is shipped as- 
sembled. The display takes about 
1 sq ft of space and holds five torch 
packages. Otto Bernz Co., Dept 
HA, Rochester, N. Y. 


Item 44 
Mounted mallard duck decoy 


Dayton’s Featherlite duck decoys 
are now available as decorative 
items for the home. The natural 
life-like decoy is mounted on a wal- 
nut finish wood base. Dayton Bait 
and Marine Products Co., Dept. 
HA, 2701 S. Dixie Drive, Dayton 9, 
Ohio. 


Item 45 
Spark plug sockets display 


Here are two new S-K spark plug 
socket sizes with a special mer- 
chandiser. The 6-point sockets are 
broached %4 in. hex for use with 


52 © HARDWARE ACE, july 14, 1960 


end wrenches and will fit all cars 
using 14 mm spark plugs. Socket 
sizes are %%-in. drive (No. 4426S) 
and %-in. drive (No. 4826S). Six 
of each size come in S-K display 
No. 400SP which is free. Sherman- 
Klove Co., Dept. HA, Chicago 32, 
Ill. 


Item 46 
Two low-priced jet pumps 

A shallow well jet pump and a 
deep well unit, known as “Trail- 
blazer” models, are available from 
Red Jacket. Model SW, shallow 
well pump, sells for $79.50 with a 
la-hp motor and at $91.50 with a 
%-hp motor. Model. DW, deep well 
unit, sells at $105 in the 14-hp size 
with tube injector and foot valve. 
Both units feature a rotary ceramic 
seal, DuPont Delrin impeller and 
a rigid diffuser of cotton flocked 
phenolic. SW pumps come in fac- 
tory packaged water systems with 
4, 12, 30, and 42 gallon tanks. DW 
models come in 30 and 42 gallon 


packages with twin tube or single 
tube injectors. Red Jacket Mfg. 
Co., Dept. HA, 1051 Rolff St., 
Davenport, Iowa. 


Item 47 
Large size machinists’ chest 


The large Kennedy machinists’ 
chest will hold a 24-in. scale, %4-in. 
drill, and other extra long tools. 
The heavy-gauge steel chest, Model 
526, has a top till, seven drawers, 
all felt-lined, and is designed as a 
separate bench chest or for use 


with a base companion tool box MC 
28. Kennedy Mfg. Co., Dept. HA, 
200 Harrison St., Van Wert, Ohio. 


Item 48 
Electric plug safety device 


Your customers will find plenty 
of use for this device that locks 
electric plugs in the outlet so they 


cannot be pulled loose by children 
or pets. The Safety Plug Lock, al- 
ready used in factories and the 
Armed services, holds plugs in 
place but is easily removed. It at- 
taches to the screw holding the 
outlet face-plate. Safety Plug Lock 
Corp., Dept. HA, 1270 Broadway, 
New York 1, N. Y. 


Item 49 
New ranch type mail boxes 


Owners of ranch style homes will 
be interested in these new Ives 
mail boxes. They’re styled for the 
low, sweeping lines of ranch homes 
and lend emphasis to every color 
scheme. Model 641 (top) is made 
in black wrinkle and white wrinkle 
finish, with polished brass trim and 
magazine hdlders. Model 640 (bot- 
tom) is made in black wrinkle, 
brass metallic lacquer wrinkle, and 

(Continued on page 56) 
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MATE 


: 
RIALS 2100 DEVCON ORO 


‘seen @é8=stHE Epoxy “SU/PER GLUE” 
the dual-purpose material — 
y~ Nel provides tremendous bonding 
a. 1 ~power for any repair — also, ideal 
aE es for all porcelain and appliance 
repairs — hardens to a 
glossy white finish. 


Plastic Steel =. Rubber 


the original epoxy repair 
material with over 


1,000,000 uses for permanent real rubber in semi-paste 
home, farm, auto, boat repairs. form for all kinds of 


Available in box or blister package. flexible repairs. 
Recommended where great 


strength is required. 


| \, “ 
DEVCON | LIQUID er DEVCON’ CTEF | 
a uminum ead fT for quick, easy repairs to 


real aluminum in paste form — > S /-% furniture, toys or any damaged 
immediate repairs right from the /°“qaPy a” metal, wood, concrete or glass 
tube. Seals, fills, caulks — a i | materials. Can be finished to any 

will not rust. metallic coloring. 


Why stock a multitude of different types and 
NOW AVAILABLE! 


Here’s the new compact, 
revolving Devcon Repair Center 
4, offered FREE to you in 

single source of supply for proven quality , 3 ) combination with 24 packages of 
products. Devcon backs your sales efforts == ; | famous Devcon repair materials. 
with extensive national advertising and ‘3 : Get in touch with your wholesaler 


; | or the factory for all the facts on 
blicity — LIFE, READER’S DIGEST, etc. — : 7 . 
ee we = =—™ this self-service merchandiser 


that spurs impulse buying. 


makes of repair materials when the 5 Devcon 
Repair Materials will complete every home, 


auto, farm and boat repair job. Here is your 


as well as a wide variety of free sales aids. 


Want more facts? Circle 117, p. 53 


Contact your wholesaler or write if 
the factory direct for full details }q O R Pr O R AT | O N 
on the Deveon profit package... a 
every item gives you a full " wn ee ee 
40% profit! | 


> Mass 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 53 


(Continued from page 52) 


aluminum metallic lacquer wrinkle, 
each without brass trim. Size is 
125g x 7 x 1534 in. deep. H. B. Ives 
Co., Dept. HA, Five Artizan St., 
New Haven 8, Conn. 


Item 55 

Silicon treated dust cloth 
Budget-conscious housewives will 

want this dust cloth that can be 

washed over and over without los- 

ing its effective dusting action. 

Magla’s cloth is treated with sili- 


con and is not greasy and is odor- 


less. It is packaged in a reusable 
Snap-Bag for storage. It retails 
for 49¢. Magla Products, Dept. HA, 
412 Halsey St., Newark 2, N. J. 


Item 56 
New air-stop door bottom 


Here’s a new mechanical device 
that automatically shuts off under- 
door drafts. National Metal’s new 
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Stop Air Automatic Door Bottom is 
for interior doors. It has a smooth, 
hard vinyl coating available in clear 
aluminum or gold hues. Only three 
holes have to be drilled for installa- 
tion. It fits right and left hand 
doors and comes in three sizes: 28, 


32 and 36 in. Retail price is $3. 
Reese Metal Weatherstrip Co., sub- 
sidiary of National Metal Products, 
Dept. HA, 712 Park Ave., Minne- 
apolis 15, Minn. 


Item 57 
One-piece shaker-grinder 

W oodpecker’s shaker-grinder fea- 
tures a shaker-pourer top for salt 
and a steel pepper grinder in a con- 
temporary style, one-piece unit. 
This table accessory, retailing for 
$2, comes in pink, yellow, turquoise, 
red, white and black, each with con- 











trasting color trim. Copper Clad, a 
deluxe version of the shaker-grinder 
in copper plated Dylene, retails for 
$3 and comes with containers of salt 
and peppercorns. A spice bar with 


six individual spice containers and 
a wall rack retails for $4. Wood- 
pecker Woodware, Dept. HA, 6606 
10th Ave., Los Angeles, Calif. 


Item 58 
Inexpensive dado head line 


Here’s an inexpensive line of 
Dado Heads in 6, 8, and 10 in. di- 
ameters that every home hobbyist 
can afford. These heads are chrome- 
plated and resist rust and the ac- 
cumulation of saw dust. They throw 
the waste material away quickly, 
allowing the teeth to cut fast and 
smooth. Prices range from $9.95 to 
$19.95. Cocker Saw Co., Dept. HA, 
Lockport, N. Y. 


Item 59 

Aluminum nails in new cans 
Phifer’s new Job Pac can of alu- 

minum nails features a convenient 

pull string for easy opening. The 

labels on these cans indicate the size 


and type nail plus quantity and cov- 
erage. All Phifer aluminum nails 
except common, oval trailer and 
trim nails are packed Job Pac with 
30 cans to a master carton. Phifer 
Wire Products, Dept. HA, Box 9007, 
Tuscaloosa, Ala. 


Item 60 
New high-speed racing kart 


Karting enthusiast will be inter- 
ested in this new Spitfire kart from 
Homelite. Its frame is constructed 
of jig-welded 11%, in. steel tubing 
with top strength, fish mounted 
joints throughout. Other features 
are demountable rims on _ rear 
wheels, welded aluminum steering 
wheel, and black Naugahyde-cov- 
ered foam rubber seat and siderail 





most “Kr Nted” ots 
plier... 


CHAN Ne, LOCK: 


No. 420 


The “Want Books”’... and ringing 

cash registers... of hardware stores 

all over America give profitable 

proof of the growing sales of the 
Channellock No. 420. Hundreds of 
thousands of these handy, popular 
pliers are bought each year by 
mechanics and householders alike. 
They like its pipe-wrench grip... its all 
‘round usefulness. And you'll like the 
Steady profits when you put America’s 
most ‘‘wanted”’ plier up front for your 
customers to see... “heft’’...and buy. Let 
us send you our new catalog. 


CHAMPION DeARMENT TOOL COMPANY 


MEADVILLE, PENNSYLVANIA 








It’s easier to stock 


_ just one line of pliers. Yo. 


It’s PROFIT-WISE to stock the 


A Air ayo soem 


* 7 B ee genuine CHANNELLOCK line. 


a” ee, | 


Want more facts? Circle 118, p. 53 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 53 


upholstery. Price is $198.50 f.o.b. 
nearest Homelite factory branch. 
Homelite Div. of Textron, Inc., 
Dept. HA, 7508 Riverdale Ave.. 
Port Chester, N. Y. 


Item 61 
African violet growing mix 
Stim -U-Plant’s African Violet 


Mix is a blend of selected soils, hu- 
mus, peat moss, vermiculite, and 


ote. 


sTiM U-PLAN} 


| AFRICAN 
| VIOLET 
| MK 


\ _APpiCAN.WiniET Mx. # 


perlite. This new mix is ready to 
use right from the package. The 
mix is a high-organic growing me- 
dium. It comes in three sizes in a 
pre-priced polyethylene bag. The 1- 
lb bag retails for 25¢, the 214-lb 
bag for 49¢, and the 6-lb bag for $1. 
Stim-U-Plant Laboratories, Inc., 
Dept. HA, Columbus, Ohio. 


Item 62 
Swimming pool pump line 
The expanded Barnes’ swimming 


pool pump line covers applications 
with all types of sand, gravel and 
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diatomaceous filters. The F-Series 
pumps, for sand and gravel filter 
applications, provide maximum ¢ca- 
pacity for backwashing at 30 ft of 
head, with maximum flow rates at 
higher heads. The FH-Series pumps 
are for use with diatomaceous fil- 
ters, developing extremely high 
heads. These pumps are self-prim- 
ing centrifugals. A large V-Taper 
Seal Area provides for constant 


flushing and cooling of the seal. 
Barnes Mfg. Co., Dept. HA, Mans- 
field, Ohio. 


Item 63 
Divided rubber caddy unit 


Home owners and automobile 
owners are traffic for Superior Rub- 
ber’s universal rubber caddy. It is 


divided into compartments to keep 
items safe and orderly. In the auto, 
it can be placed above the dash- 
board or on the rear shelf. In the 
home it is handy for the window 
sill, desk, or sink. This caddy comes 
in pink, turquoise, yellow, green, 
white, and black with suction cups 


on the bottom to hold it firmly in 
place. Superior Rubber Products 
Co., Dept. HA, 5th and Chestnut 
Sts., Philadelphia 6, Pa. 


Item 64 
Space-saving pylon display 


This attractive space-saving dis- 
play is supplied with the new con- 


centrated insect repellent cream 
from Cutter Laboratories. The dis- 
play holds seven handy plastic- 
squeeze flasks. It pops into selling 
position when pulled from the ship- 
ping carton. As a special introduc- 
tory offer, dealers who order deal 
No. 8 will receive one flask free with 
every six paid. Cutter Laboratories, 
Dept. HA, 4th & Parker Sts., 
Berkeley 10, Caltf. 


Item 65 
Yellow bulbs in floor unit 


General Electric’s Bug-Lite mer- 
chandisers feature a new yellow 
bulb line. These bug lights have a 
new phosphor coating that produces 
a light flattering to human com- 
plexions and yet difficult for bugs 
to see. Lights are available in 60, 
100, and 150-watt sizes. Retail 
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In the market for lag bolts? We make a full line 
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BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 
Export Distributor: Bethlehem Steel Export Corporation 


For strength 


‘SS. () BETHLEHEM STEEL 


Want more facts? Circle 119, p. 53 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 53 


prices are 35¢ for the two smaller 
watts, and 49¢ for the 150-watt 
bulb. General Electric Co., Dept. 
HA, Nela Park, Cleveland 12, Ohio. 


Item 66 
12 in. power lawn trimmer 


This Rowco power lawn trimmer, 
called the Trim Kut, has a 12 in. 
blade and trims around flower beds, 
trees, buildings, monuments, or 
curbing. It is compact and light- 
weight so it lifts easily over walls 
and fences. Trim Kut has a 2.5 hp 


Clinton engine and a safety clutch. 
Other features are an alloy one- 
piece reinforced frame and heavy- 
duty steel disc type wheels with 
semi-pneumatic tires. Rowco Mfg. 
Co., Dept. HA, Keene, N. H. 


Item 67 
Low-cost shotshell reloader 


This Kodiak shotshell reloader 
is available in 12, 16, and 20 gauge, 
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and can be quickly and inexpen- 
sively converted from one gauge to 
another. The 12 and 20 gauge mod- 
els handle all cases, including the 
3-in. magnums. The reloader is 
composed of high-quality castings 
and features finely machined parts 
and accurate dies. Other features 
are a wad-pressure indicator and 
adjustable stop and _ accurately 
metered load powder and_ shot. 
Kodiak Mfg. Co., Dept. HA, Box 
185, North Haven, Conn. 


Item 68 


Shower water saving device 
Your customers can save up to 
two-thirds the amount of water 
used in taking a shower with Speak- 
man’s Easy Push self-closing meter- 
ing shower. It features an adjusta- 
ble metering valve with an integral, 
key-operated volume control for reg- 
ulating the water supply. Up to 4% 
gpm of tempered water is provided 
when the handle is pressed, then it 


shuts off automatically. Built-in or 
exposed models are available. Both 
have Anystream _§ self-cleaning 
shower heads. Speakman Co., Dept. 
HA, Wilmington, Del. 


Item 69 
Handy garbage container 


This handy garbage container 
fastens to the inside of the cupboard 
door and swings out of the way un- 
der the sink. Leigh’s Hide-Away 


pzil has a bail handle and the outer 


container is finished in white baked 
enamel. The pail is made of heavy 
gauge galvanized steel. A balancing 
spring keeps the cover open when 





in use. The knob has a special rub- 
ber bumper to prevent marring the 
cabinet. It comes in right or left 
hand models, and is 11 x 141/16. 
Complete containers retail for 
$10.64 each and the replacement pai! 
is $3.34. Leigh Building Products 
Div., Air Control Products, Inc.., 
Dept. HA, Coopersville, Mich. 


Item 70 
Automatic portable heater 
Dual capacity—1320 or 1650 
watts—is provided in Arvin’s 
model 5934, shown, automatic port- 
able electric heater for 1960. A 
new safety switch has been added 
to this model that circulates 81 
cu ft of fan-forced warm air per 
minute. It has an on-off foot con- 
trol and an automatic thermostat. 
This 17-lb model is Bermuda 
bronze with chrome grille and re- 


tails for $34.95. Nine other models 
in the line are priced from $9.95 
to $39.95. Arvin Industries, Dept. 
HA, Columbus, Ind. 


Turn to p. 62 for a listing of 
new aids to help you sell better. 
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NEW | 


TO BIGGER PUMP PROFITS 


Traditional Red Jacket Quality 
Priced to Sell Competitively at a PROFIT 


$7930 


Yy HP Pump Unit 


Ye HP Pump Unit 
with Twin Tube injector 


and foot vaive 
és 
RED JACKET 


. Perfectly balanced impeller of DuPont Delrin All cases threaded for quick, easy installation 
3 ’ Rigid Diffuser of Cotton Flocked Phenolic 
e Both withstand abrasion better than brass 
or similar material Two pole pressure switch for long and positive 
¢ Both unaffected by aggressive or acid ~ \ operation 
water Red Jacket “Trailblazer” Pumps not only can 
¢ Both have smoother surfaces for higher help you sell the “price buyer” but also can 
efficiency se ~ as price a dpe up to deluxe models 
A NEMA Standard 14 and }4 HP Motors with the “CJ” and “ CJM” cnanghliie didite ted 
stainless steel shaft extension (14 HP Capacitor deep well jet pumps, or to the top quality Red 
Start, dual voltage) Jacket ‘““Submerga” Pumps. 


ZA on 7 ane ee Snes face for long leak- PS Contact your Red Jacket distributor for com- 


Designed for ease in servicing 


lete details. He can also explain how the“ Trail- 
““SW”’ Models are tapped for either vertical or lazer’’ pumps fit in with the complete line of 
horizontal connections Red Jacket Water Service Products. 


te 
So 


RED JACKET MANUFACTURING COMPANY e DAVENPORT, IOWA 


wJ-220 Want more facts? Circle 120, p. 53 





NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 53 for your copy 


ITEM 84 MECHANICS’ TOOLS BULLE- 
TIN—A full assortment of me- 
chanics’ tools display panels is de- 
scribed. Contents of 13 panels are 
listed in detail with suggestions for 
best sales results. These panels, 
each holding a group of tools, are 
suitable for perforated paneling, 
counter or window display and can 
be used separately or in a group. 
Vichek Tool Co., Dept. HA, 3001 E. 
87th St., Cleveland 4, Ohio. 


ITEM 85 MASONRY ANCHOR CHART 
—Selection data and dimensions 
are given for easy selection of 
masonry anchors and drills for each 
anchoring job. The two-color chart 
is 18 x 20 in. and pictures the prin- 
cipal types of drills and anchors 
and indicates at a glance where 
they should be used. Rawlplug Co., 
Inc., Dept. HA, 200 Petersville Rd.., 
New Rochelle, N. Y. 


ITEM 86 TWO-WAY RADIO BULLETIN 
—This 24-pager (8% x 11 in.) 
describes frequency allocations and 
contains sections on everything 
from amplifiers to pocket voice re- 
ceivers. Bulletin ECR-497B. Gen- 
eral Electric Co., Communications 
Products Dept., Dept. HA, Lynch- 
burg, Va. 


ITEM 87 WATER SYSTEMS CATALOG 
—An 8-pager that contains model 
numbers, illustrations, ratings and 
prices of the most popular Goulds 
models. This catalog is designed 
for you to use on the job. Goulds 
Pumps, Inc., Dept. HA, 211 Black 
Brook Rd., Seneca Falls, N. Y. 


ITEM 88 FURNITURE HARDWARE 
CATALOG—Standard and specialized 
hardware for most furniture needs 
are covered in this 16-page book. 
Construction illustrations and in- 
use details are given for KD fit- 
tings, hinges, lid supports and so 
on. Selby Furniture Hardware Co.., 
Dept. HA, 11 W. 17th St., New 
York 11, N.Y. 


ITEM 89 URETHANE COATINGS 
FOLDER—A balanced series of 12 
urethane coatings are described in 
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this information file. The coatings 
are recommended for use on mate- 
rials previously finished with var- 
nishes or lacquers. The coatings 
give these finishes more resistance 
to weathering, scratches and so on. 
The coatings are described and a 
chart gives general, physical, chem- 
ical and mechanical properties for 
each. BB Chemical Co., Dept. HA, 
784 Memorial Drive, Cambridge, 
Mass. 


ITEM 90 CATALOG SHEET ON HOOKS 
—Turnbuckles’ eye hook for rope 
binding of tarpaulins on trucks is 
a featured item in this sheet. Cup 
hooks, shoulder hooks and storm 
window eye hooks are also covered. 
Catalog numbers and physical 
characteristics are given in chart 
form. Turnbuckles, Inc., Dept. HA, 
Box 338, Michigan City, Ind. 


ITEM 91 KITCHEN TOOL SET SHEET 
—This catalog sheet covers An- 
drock kitchen tools including a dis- 
play assortment and a7 pc gift set. 
Each kitchen tool is illustrated and 
complete details, including price, 
are given. Complete list prices are 
given for the display assortment 
(R8518) and the gift set (R8007). 
Washburn Co., Dept. HA, Worces- 
ter, Mass. 


ITEM 92 IRON RAILING PICTURE 
STORY—You can show the ease of 
installing Versa Phos-Fused iron 
railing with this 12 picture on-the- 
job story. This sales aid shows 
your customer how a Versa railing 
is installed, step-by-step, on the 
front stoop of a home. Versa Prod- 
ucts Co., Dept. HA, Lodi, Ohio. 


ITEM 93 FLOOR COVERING CATALOG 
—Viny! asbestos floor coverings in 
eight basic styles are covered in 
this Kentile book. The catalog re- 
lates each style to room settings. 
Specialties and other products are 
also described. Kentile, Inc., Dept. 
HA, 58 Second Ave., Brooklyn, 
ee 6 


ITEM 94 TYPEWRITER BROCHURE— 
Remington’s restyled Standard 
Typewriter with Fold-A-Matic con- 


struction is described in this folder. 
Interchangeable typewriter type 
makes optional symbols available 
in 18 categories for the 44-key ma- 
chine. Remington Rand Dviv., 
Sperry Rand Corp., Dept. HA, 315 
Park Ave. South, New York 10, 
ie e 


ITEM 95 DUCTILE IRON PUMP BUL- 
LETIN—A new Peerless series of 
pumps featuring ductile iron hous- 
ings is covered. The properties of 
ductile iron concerning such things 
as thermal shock and corrosion re- 
sistance are fully described. The 
pumps in the series are designated 
as Type A and Type TU and TUT. 
Peerless Pump, Hydrodynamics 
Div., Food Machinery & Chemical 
Corp., Dept. HA, 301 West Ave., 
Los Angeles 31, Calif. 


ITEM 96 LITERATURE ON FREE FILE 
RACK—Gives full details on the 
free file display rack for the new 
Lenox hand file line. The display 
is 19 in. high, takes up less than a 
square foot of space and holds 48 
files. It is available with an order 
for the display quantity of files. 
American Saw & Mfg. Co., Dept. 
HA, Springfield, Mass. 


ITEM 97 GAS HEATER LITERATURE— 
Describes the new Warm Morning 
and Moore’s lines of gas heaters 
which are being offered in light 
and dark colors this year. Color 
and styling are the big story in 
these lines. Locke Stove Co., Dept. 
HA, 114 W. 11th St., Kansas City 
5, Mo. 


ITEM 98 SCREW THREAD MEASURING 
GAUGE—An illustrated folder and 
price list are available giving com- 
plete details on this screw thread 
measuring gauge featuring a new 
principle for thread measurement. 
The user can find the actual size of 
a screw thread and whether it is 
within tolerance by using the O-Vee 
gauge and a standard hand microm- 
eter. No calculations or tables are 
needed. Scheer-Tumico, Dept. HA, 
200 Lafayette St., New York 12, 
Nees 


ITEM 99 POLYETHYLENE FILM BRO- 
CHURE—This 5-pager covers a com- 
plete range of polyethylene stock 
sizes and gives recommended uses 
and applications. Kordite Co., Dept. 
I1A, Macedon, N. Y. 
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including the 


“a preview LAWN, GARDEN 
to profits” and OUTDOOR 


LIVING DIVISION 


Join the more than 45,000 forward-looking buyers 
who will plan the coming year's business . . . 
preview next year's profits at the most complete 
and diversified trade show in America. 


At the National Hardware Show more than 1,000 
leading manufacturers will display thousands 

of products completely new in concept or design. 
They will unveil new packages, new promotions 
and new plans for profit. 


Fill out and mail the coupon now for your free 


badge of admission, | 
Executive Offices: 331 Madison Avenue 


New York 17, N. Y., MUrray Hill 2-4802 


yy So please fill out coupon and mail 


Ee ane 


NATIONAL HARDWARE SHOW 

Suite 1103, 331 Madison Ave., New York 17, N.Y. 

Please check below if you wish us to make hotel reservations for you. 
(Please Print) 


NAME TITLE 
FIRM 

STREET 

CITY STATE 
TYPE OF BUSINESS 


Please check below the classification of your business. 
|] Wholesaler [ ] Retailer [] Dept. & Chain Store Buyer 
|_] Importer-Exporter [_] Mfgrs: Agent [_] Manufacturer [] Other 
[_] Please send us your hotel reservation blank. 


Minors under 18 yrs. of age will not be admitted under any circumstances.. j 
Ee NN CNN RD RE NR NN ce ee om 


Want more facts? Circle 121, p. 53 


OCTOBER 
10-14 


at the Coliseum 
in New York City 
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PROFIT..:" 


BLACK OR GALVANIZED, Republic Steel Pipe is uniformly round, 
concentric, straight, and ductile. That means easier cutting and 
threading. Pipe is delivered clean, dry, and rust-free from your 
Republic distributor's complete inventory. 


Ae eee eee age Fe 


This STEELMARK of the American 
Steel Industry tells you a product is 
made of steel. Look for it on the 
products you stock and sell, 





Call your Republic distributor for more steel pipe! 


Cut to length and threaded for a dozen home and 
maintenance uses, Republic Steel Pipe is profitable 
all by itself, all year long. But don’t stop there. 
Steel pipe is good for your business because steel 
pipe sales mean related sales . . . because steel pipe 
know-how impresses new customers ... and because 


steel pipe customers are good customers. 
Your Republic distributor makes it easy. To save 


REPUBLIC STEEL 
Quality, Supplies... Quality Supplirs 


Want more facts? Circle 122, p. 53 


you time and money, he maintains a complete steel 
pipe inventory. He has a full-time delivery system. 
He employs the right kind of people in sufficient 
numbers. And, he knows his steel pipe. 


Call him today. In addition to easy threading 


Republic Steel Pipe, this man offers the finest... 


ROOF DRAINAGE PRODUCTS «+ 


———-—--------- 4 


NAILS & STAPLES 
PLASTIC PIPE « BOLTS & NUTS 


REPUBLIC STEEL CORPORATION 

DEPT. HA-9899 

1441 REPUBLIC BUILDING + CLEVELAND 1, OHIO 
Please send more information on: 

—- Steel Pipe 0-2 Semi-Rigid Plastic Pipe type SRK® 
C-) Flexible Plastic Pipe type FE® C1) Bolts and Nuts 
2) Roof Drainage Products —- Nails and Staples 
Name 

Company 

Address 


EE 


a 


| EA 





Watch your badges! 


SEWCBRL is launched; 


relief promised for 


eye-weary hardwaremen and women 


How often have you attended a meeting or a con- 
vention where you meet a man whose face is familiar, 
but whose name slips your memory. You know his 
name is on his badge, and although you strain to read 
it, you can’t make it out because he wears it on the 
off-side, or left lapel. 

This happens to all of us. But this little embarrass- 
ment can be quickly and easily ended by wearing all 
name badges on the right lapel. 

In an effort to make life easier at conventions, 
SEWCBRL has been organized (See HA June 16, 
p. 8). These letters stand for the Society for Encour- 
aging the Wearing of Convention Badges on the Right 
Lapel. This society has no dues, no officers, no com- 
mittees. It has only one rule: That all members wear 
their badges on the right side, or suffer a penalty to be 
established at a later date. 

Membership in the Society was opened in the June 
16 issue of HARDWARE AGE. Judging by our mail, 
there are many, many hardwaremen who want to help 
this cause along. You, too, can join by dropping a note 
to Bill Phair, Editor, HARDWARE AGE, Chestnut & 56th 
Sts., Philadelphia 39, saying you want to join 
SEWCBRL and will promise to always wear your 
badge on the right side. 


A. Platky of P & C Tool Co., was the first applicant. 
He telegraphed, “You can sign up my wife and me. 
Let me have some application blanks, and we will dig 
up many supporters.” Since we have no dues, we have 
no application blanks yet. But maybe you have some 
ideas for an application? 


J. T. Crowder, secretary-manager, Canadian Whole- 
sale Hardware Assn., writes, “Your idea makes sense 
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.. We are going to put it into effect at our next con- 
vention . . . ladies included.” 


H. S. Young of Osage, lowa, says, “Good idea... 
lights at conventions are poor. Count me in.” 


Bill Mallatratt, manager of the Canadian Hardware 
Show, comments, “I would like to add my support to 
your efforts and will lobby here for correction of one 
of the more serious of minor annoyances.” 


Stuart Lathrop, C. Y. Schelly & Bros., Inc., Allen- 
town, Pa., asks for membership and makes the sug- 
gestion that all names on badges be typed in a print 
that is no less than 36-point (this article is set in 9- 
point type). 


Robert Lustgarten of Supplex Co., Garwood, N. J., 
suggests we get clothing manufacturers to put a but- 
ton hole on the right lapel. 


Harvey Martin of Harvey’s Hardware, Falmouth, 
Mass., also asks to join the battle. And Robert Schuler 
of Outboard Marine Corp. also wants to enroll his 
wife. Lester Dodson of House-Hasson Hardware, 
Knoxville, urges, “Let’s get going .. . its a good idea.” 


Other applications received before press time in- 
clude: H. G. Kelley of Minnesota Mining; Joe Cilek of 
Lenoch & Cilek, Iowa City, Iowa; H. G. Hertz, New 
Leipzig, N. D.; H. Di Santis of Hy’s TV-Hardware, 
Beacon, N. Y.; and Jim Phillips and Bill Comiskey of 
Hardware Age’s Chicago office. 

We will keep you posted on developments of 
SEWCBRL from time to time. In the meantime, send 
in your application so we can carry this good work 
forward. 





Backing The Famed FAVORITE WYTEFACE®—And Every K&E Tape— 
is A Lifetime Guarantee Against Manufacturing Defects 


Would you like to “trade up” your steel tape busi- 
ness .. . to build dollar volume without increasing 
unit sales? You can—effortlessly —with the famed 
FAVORITE WYTEFACE and K&E lifetime 
guarantee! 


Here’s a long-line steel tape encased in rich ma- 
roon vinyl that looks and feels top-drawer — a tool 
to excite real pride of ownership in the hands of 
professional and amateur alike. Backing it, the 
strongest guarantee any manufacturer can make: 


= 


“If at any time the FAVORITE WYTEFACE, 
or any other K&E tape, is found to be defective 
because of materials or workmanship, K&E will 
either restore it to perfect working condition or 
replace it with a new one free of charge.” 


In this day of “short service” tapes, a lifetime 
guarantee like this makes an unbeatable selling 
point. As with every Wyteface tape from K&E, to 
show it is to sell it! 


Packaged in colorful, die- 
cut display carton—folds 
out into compact counter 
card illustrating exclusive 
tape markings. Tape fea- 
tures foot numbers in red, 
repeated in red every 
inch. In lengths of 25, 50, 
75 and 100 feet. 


KEUFFEL & ESSER CoO. - Hardware Division 


Cape May Court House, New Jersey 
Since 1867... the leading manufacturer of engineering supplies 
Want more facts? Circle 123, p. 53 
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A hobby that pays off 


Gardening is an after-hours hobby that pays off in 


product knowledge that boosts garden section sales. 


Does product knowledge pay off? 

A Texas hardware dealer thinks 
So. 

“Three out of four of my garden 
customers have real _ problems,” 
says Eldon Halbrook, owner of H 
& H Hardware, Odessa, Tex. “I’m 
a garden buff myself. I’m always 
studying the field to learn more 
about it. As a rule, I can sell some- 
thing to customers with problems 
that will help them improve their 
gardens.” 

More than 40 percent of all sales 
made in Mr. Halbrook’s store are 
lawn and garden supplies. 

Key lines are power mowers, 
edgers, seeds and fertilizers, tools 
and insecticides. It takes a lot of 
product knowledge to know these 
items well enough to sell them 
effectively, especially to improve 
problem situations. 

Mr. Halbrook says more hard- 
ware dealers should have gardening 
as a hobby. It’s the best way to 
learn more about this basic hard- 
ware line. 
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“I probably sell more garden 
supplies than any other hardware 
dealer in this city of 85,000. Why? 
I use my hobby to learn more about 
my merchandise. I have become a 
specialist on my own time, and | 
have thoroughly enjoyed it.” 

Mr. Halbrook has tripled his 
garden sales since he went into 
business some four years ago. 

Besides his enthusiasm for his 
gardening activities, Mr. Halbrook 
sometimes visits customers who 
have ailing gardens. He often en- 
courages customers to bring sick 
plants or bug specimens to his 
store to identify the cause of 
trouble. 

Owner Halbrook believes in mass 
garden displays. He keeps mass 
displays full, clean, and changes 
them often. Seasonal lines are kept 
near the entranceway for impulse 
sales. 


Outside displays and open front at- 
tract trattic. 


Mass display boosted hose sales by 
33 percent, dealer Halbrook reports. 


“Mass displays pay off. I have 
boosted sales by one third in 
garden hose, for example, by 
tripling the size of my display for 
a week,” he notes. 

Mr. Halbrook tests new items in 


Frustrated by the chains? 


... you can sell better quality lines 
to price conscious customers when 
you can explain why quality pays.” 


his own garden. He wants to be 
sure that such items will perform 
as promised, and what the limits 
are in normal use. 

H & H Hardware has a reputa- 
tion for carrying better quality 
products than nearby chain stores. 
This dealer has found you can sell 
better quality lines when you can 
explain to price conscious custom- 
ers why quality pays. 

How about retail prices and mar- 
gin of profit? 

“My garden supplies bring in a 
30 to 35 percent profit. My trade 
doesn’t mind paying the higher 
price, because it knows I’m sympa- 
thetic in helping them grow a 
prettier, healthier garden.” 

Is promotion important in boost- 
ing garden sales? 

“My ad budgets runs more than 
3 percent of gross sales. Most of 
this amount is used for display 
advertising. I usually use a lead 
item with a reduced price to stimu- 
late traffic. Then I try to tie-in 
related lines to make the sale 





/ 
‘‘Cash Register’’ 


Solderless Terminal 
Assortments 


An entirely new idea for stepping up sales on one of 
the fastest selling, EXTRA LARGE mark-up items 
in any hardware or supply store! 20 different types of 
popular solderless connectors plus famous Vaco bolt- 
eutting and crimping tool .. . all furnished in extra 
heavy-gauge all-metal compartmented box. 


You Get this ‘‘cash drawer’’ 
FREE of extra cost! 


e An ideal counter display! 
13%" wide, 91%" deep, 2° § 
e Cover is punched for 
display. May also be 
cash register! 


& wen, 
$6," i 


offe 


Choice of 2 Assortments: 


e 


“~~ 


VACO a COMPANY, 317 E. Ontario bona thicage ce 


Canada: VACO-LYNN PRODUCTS CO..LTD..M errs 
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NOW... 
the superlative 
you would 
expect 


Here is the superlative 
new idea you would expect 
from the experienced moulder . . . 
a wholly new idea in ice chests and 
ice buckets .. . the NEW LIFE-LIKE 
coolers for the fun season. 
e 
Keeps ice, keeps cold foods 
cold and hot foods hot, for days, 
not hours. 
«a 
Two pounds light, 26 quarts big. 
e 
Holds a full case of 
beverages, takes quart bottles upright. 
Easy loading. 
a 
Guaranteed leak-proof, rust proof, 
mold-resistant, easy cleaning, tough, 
shock-resistant, no food odors. 
It’s easily washable. 
* 
Self-insulating, 
entirely of Koppers 
expandable polystyrene. 


Now available 
a startling 
new ice bucket 
retailing for $1 


LIFE-LIKE 


PRODUCTS, INC. 


Housewares Sales Division 
Crisfielid, Maryland 


Want more facts? Circle 125, p. 53 
70 «© HARDWARE AGE, July 14, 1960 


A hobby that pays off 


(Continued ) 


profitable. 

“T’ve found that certain items 
always produce when promoted in 
my ads and in my store conversa- 
tions. There is one garden fertilizer 
that comes to mind. It’s a real 
winner, worth several thousands of 
dollars a year in sales,” Mr. Hal- 
brook says. 

“Enthusiasm is contagious 


about gardening too, half the battle 
is won. 

“I try to keep on friendly terms 
with garden club members and 
professional gardeners. They are a 
good source of repeat trade. 

“Mostly, I think it’s combination 
of enthusiasm and basic product 
knowledge a dealer must have if he 
wants to realize the big potential 


among gardeners. When a new 
customer finds that I am anxious 





Mr. Halbrook says. 





Corbin’s 3-week hardware class 


Eleven dealers and hardware sales representatives recently com- 
pleted a three week builders’ hardware training course at New 
Britain, Conn. 

Sponsor was the P. & F. Corbin Div., American Hardware Corp. 

Students in the course, shown standing in photograph above, 
were (from left): R. A. Smith, Stanley Hardware, Clayton, Mo.; 
C. R. Judy, Akron (Ohio) Hardware Consultants; J. R. Sweeney, 
the Stanley Works, New Britain; Joseph Weisbruch, Uplands Hard- 
ware Corp., Peoria, Ill.; Robert Davidson, T. E. Davidson Co., 
Syracuse, N. Y. 

Also, David Kuntz, Uplands Hardware Corp.; James Moore of 
Kenneth P. Ritchie, Pittsfield Mass.; G. B. Winthrop, Corbin Div., 
New Britain; Frank Weaver, Ruff Hardware Co., Columbia, S. C.; 
Robert Brown, Corbin Div., New York; and Rosaire Legare, Val 
Royal Building Materials, Montreal, Canada. 

Senior officials of the Corbin Div. (from left, seated) : H. B. Kent, 
manager of contract sales; C. S. Bauman, assistant general sales 
manager; E. J. Parker, president; L. C. Booth, vice-president; L. J. 
Wandelear, supervisor of sales department; and R. E. Keane, adver- 
tising manager. 





there is in lawn and garden lines,” 
@ End 


wouldn't be 
without it 








“We sold a lot of 
Profits pile up when you suggest 
“SCOTCH” BRAND Masking Tape with every paint sale. | 
**S$COTCH’’ IS A REGISTERED TRADEMARK OF 3 CO. oN 
TMimmesora iiaine ano anvracrurine E> | 


.. WHERE RESEARCH 1S THE KEY TO TOMORROW ; 














this display required’ 


says M. F. OLSON, Wall Hardware, Edina, Minn. 


The limited space this profitable VISE-GRIP display rack 
takes is proving to be a major advantage with all store 
owners. It can be mounted just about anywhere without 
interfering with other lines of merchandise. Designed 
to make it easy for customers to pick out the exact 
VISE-GRIP they want. 


| The VISE-GRIP rack is now featured in ads currently 
contains 12 convenient space saver boxes running in Life, Saturday Evening Post, Popular Science, 


of cotter pins. Popular shelf sizes of pins Popular Mechanics and Farm Journal. 
to select from. One price seller—all sizes. 


| Customers will see it and will be looking for it in your 
Ask your jobber for the WW list of pack- place. To get your free dispiay—or if you need another 
aged cotter pin sizes. one, simply write direct (or ask your jobber). 


VIA) no 90 


PINS! “TOOL BOX” ASSORTMENT Requires a 
space 
(only 14" 
= wide). Prices and 
=_ << 


Handy Counter Carton ws : | if Sc naee ond 
contains 24 g Be a i scenry 
. Coe assortments. Seon te (i A ) mercated. 
LY) Ves time TTER Each plastic tube put up. 
: ove SPRING has 50 board or | cial S 

Ss : r ‘ x J i. © Bright 

Eliminates broken packages CORN ae assorted pins wall space. e Be PA we VA : yellow 
and individual pricing — Ss" = cadmium / lex MAN and Bleck 
ALL ONE PRICE! | plated steed. e, easy-to-read 





Wx ¥2” to Features the Ja Li Fs ie - © " mesa 
Mex 1%" incl. Vee Grie  *f TA a 
line. 


Ask your jobber for 
your cost on these WW items. 


WESTERN WIRE , «PETERSEN MFG. COMPANY 


PRODUCTS COMPANY 
1451 S. 18th « St. Louis 4, Mo Dept. HA-7 - DeWitt, Nebraska 
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How Hardware Age’s M-A-P 


delivers 


the help you need for 


PROFITABLE 
MARKETING 


There is no room for wasted effort in hardware marketing today! 


Selling must be concentrated where it pays off best. Which areas of 
the total hardware market are economically significant for your product? 
How deep should your sales efforts penetrate before reaching the point of 
diminishing return? Which type of distributors would be best for your line? 


The most authoritative guide to this and other vital information is 
Hardware Age’s M-A-P—a complete Marketing Assistance Program that 
stems from Hardware Age’s intimate knowledge of the booming $3 billion 
hardware market. For example, M-A-P offers you an up-to-the-minute 
Census of Retail Hardware Dealers. Survey findings can show you which 
dealers sell how much of what products. Comprehensive data on whole- 
saler operations provide an accurate key to effective distribution. A fully 
staffed research department is at your service. Mailing and merchandising 
services ...a brand name merchandise directory . . . printed profiles of 
the people you must sell . .. media information . . . and general counseling 
on marketing problems are other marketing tools you can utilize. 


Hardware Age’s M-A-P is an extension of the two factors which have 
made this the leading hardware magazine— editorial excellence and quality- 
controlled national circulation. Use it for more profitable marketing. 
Talk to your Hardware Age representative now. 


(Chilton 


COMPANY 
Chestnut and 56th Streets - Philadelphia 39, Pa. 


HARDWARE AE assures you more than 
25,500 paid circulation among qualified hard- 
ware retailers and their salesmen. In addi- 
tion, you get more than 7700 paid circulation 
among qualified hardware wholesalers, their 
buyers and salesmen; and more than 2000 
paid circulation among specialty distributors 
and manufacturers’ representatives. Pub- 
lished every other week, it delivers fresh, 
informative news, management guidance, 
and merchandising ideas to eager readers 
who sell 60,000 items for use in home, 
farm and industry. 


els 
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SELL 


Jimmyproof 


AND SELL 
THE BEST! 


SALES SPARKING LINE 


e High 
Security 

e Standard | 
Backset 
(2%") 


© Precision — 


Made 





An angle strike lock with a 
cast bronze bolt, this model 
operates from the outside by 
key and inside by turn knob. 
its 2%, x 4% x I" case is of 
cast bronze. Model 37667 (not 
shown) is companion model 
with flat strike. 





This angle strike night latch 
operates outside by key, in- 
side by turn knob. A_ cast 
bronze cylinder and iron case 
(2/2 x 3/2 x I") can also be 
furnished with a flat strike. 


Key operation from both sides 
gives this quality angle strike 
deadiock a high security rat- 
ing. Manufactured to precise 
specifications, #588 has oa 
cylinder, bolt, strike and case 
(234 x 4%x 1"') of cast bronze. 
Companion model 27687 (not 
shown) has a flat strike. 


The New England 


Lock and Hardware 


COMPANY 
21 ANN STREET 
WY SRWAIK ( CONN 
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For your idea file... 


Winter mower servicing 


Here’s how you can make more money next 


winter through off-season mower service. 


Dealers who have a mower service department can keep their shops 
humming and bank extra profits through off-season mower recondi- 
tioning. 

The best time for extra profits in mower servicing is right after 
the first frost bites. Customers set mowers aside until spring, and 
servicing shops normally see business slacken. 

This shouldn’t be. It’s an ideal time for mower work, for the trade 
is in no hurry to get equipment back. There is plenty of time and 
manpower available to do first-class reconditioning. 

You can get more of this business if you follow the ideas of a 
Havertown, Pa., mower service shop. These ideas are shown in the 
accompanying illustrations. 

Playing on a theme of ample time, lower winter prices, and the 
benefits of having a mower ready “when the grass starts growing,”’ 
the direct mail pieces shown enliven winter repairs considerably. The 
clincher for bigger volume is the limited offer of free pickup and 
delivery. 


Special winter prices are quoted to further stimulate trade. 








HI 6-8882 
Suburban: 


SEND US 
THIS COUPON 
TODAY ... 


Pick up my lawn mower—sharpen and tune it and have it ready to use 
in the spring. 


I understand you will clean it thoroughly free of charge. 


AND ' 
BE ALL SET By = Name 
WHEN THE GRASS | 


STARTS GROWING 


{['] QUOTE ME A PRICE TO REPAINT MY LAWN MOWER. 








Here's what customers get for their wei vier nal ‘winter race peren. 





MEO: 20:5: 2:05 BSLOoHOsAGTAX 


OUR PRICES SAVE YOU MONEY. . 


“a ERS 


ne UP 


Special Prices on Be 


NOW! Riding Mower Service’ . 


Ey Dre re 
































Americans in 1960 will spend $41 billion* for sports equipment. Are you 
getting your share of this profitable business? 


Worthington, one of the country’s major distributors of high quality 

, sporting goods, warehouses and sells more than 5,200 recreational items. 

These include everything for every type of game or contest, hunting and 

fishing accessories, bicycles, skates, a full line of fine marine equipment .. . 
countless things that make for healthy, pleasant leisure hours. 


Because its stocks of these nationally-advertised, customer-preferred, 
fast-selling products are complete, Worthington is your best source for 
everything in sporting goods. And—both your Worthington salesman and the 
Worthington promotional department are ever-ready to furnish you with 


retail merchandising helps and displays. A249 


Sporting goods department mana- 
ger is Henry L. Steck, now in his 
24th year with Worthington. Like 
all Worthington executives, he has 
broad company experience includ- 
ing service as order clerk, mail 
order supervisor, salesman in the 
Olean, N. Y. territory, and sport- 
ing goods and toy buyer. 


Typical of merchandising aids offered by Worthington. 





$< SSF 
*Source—Sports Illustrated THE 


PGEO WorRTHIN 
\Z 


THE GEO. WORTHINGTON 


CLEVELAND 1, OHIO 


Plan to attend... 28th annual Toy & Gift Show... July 17-27 
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Realistic display boosts tie-in 
sales of outdoor living lines 


Merchandise for summer dining, entertaining 


makes charming display that draws traffic 


There are more than 100 related items, count ’em, in this outdoor 
living display. 

This unit was set up by Tom Blankenship, advertising manager of 
Warner Hardware, Minneapolis. The display has two functions: 

First, it is a constant reminder to customers of the many items they 
will find useful and attractive for their patio, summer kitchen, or terrace. 

This suggestion selling builds tie-in sales that may well exceed the 
purchase price of a barbecue or sawbuck set, Mr. Blankenship says. 

Secondly, this display is a steady prod to Warner’s employees. 

It is a reminder that it’s a rare customer who has bought every item 
that has usefulness in summertime entertaining. 
Permits nail pulling in This outdoor living “shop” faces Warner’s sporting goods section. A 
hard-to-reach corners 20x24 in. blowup of a photograph of the shop is being used as the center- 
and near baseboards. piece for the front display window. Each passerby will be reminded of 
his needs for outdoor living. 

“Customers react favorably to realistic displays,’ Mr. Blankenship 
says. “Good displays are the next best thing to actual demonstrations.” 


NO, 371C2 


at 30° 


























With conventional With the Klein-Logan 


chiselend bar, theclaw double claw bar, the Displays such as this are the basis for related sales. 
end many times cannot “chisel” end can be 

get close enough to pull used to pry nail up 
nails. i to pull with 30° 


end. 4 , : od fe | 
| Yor LIVING 
An improved standard wrecking bar — ia ’ | 





with claws at both ends! This new 
Klein-Logan Company exclusive im- 
provement gives you all the prying 
advantages of a chisel end—PLUS 
the use of another claw. It can also 
be used in place of specially de- 
signed wrecking bars which usually 
sell at twice the price. 
Manufactured in the following sizes: 


%x18* %x30 %x24 % x36 
*This size added by popular demand. 


Klein -Logan Co. 


122 South 13th Street © Pittsburgh 3, Pa 


Manufacturers of 
PICKS « MATTOCKS « HOES « BARS 
HAMMERS + SLEDGES « WEDGES 
MINING and RAILROAD TRACK TOOLS 
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600 V Building Wire Type RHW 


it's the WHITE wire. Non- 
sticking, smooth and easy to 
pull, DTX will not flake off. 
Moisture and flame resist- 
ont, it is clean to handle 
and strips easily. 


Heavy Duty Portable Cords 


Avoilable in Red-D-Prene’ 
(red or black neoprene jack- 
et) oil, heat and flame resist- 
ant; Black Diamond (black 
rubber) for general purpose 
use; and Signal Yellow (yel- 


Taped with Dupont “Mylar” 
to provide an improved mois- 
ture borrier. Smaller dia- 
meter. Sheath is wax lubri- 
cated to reduce pulling 
resistance. Standard colors, 
solid or stranded, sizes 6 
AWG through 1000 MCM 





— ws 


‘ New UL listed Thermoplastic 
building wire for 75° wet or 
dry application. Small dia- 
meter, slick silicone finish. 
Standard colors in solid and 
stranded ... sizes 14 AWG 


low thermoplastic) for all lo- 
cations where heat is 
no problem. 


through 4/0. 


ste, 0 





Diamond DUF® Type UF 


Thermoplastic insulated and 
jacketed non-metallic 


sheathed cable. Retards 


flame and has excellent resist- 


Thermoplastic Insulated Type We 
Me 


Diamond DTW is the small 
diameter building wire that 
is flame and moisture resist- 
ant. Eight permanent colors. 
Small size allows more cir- 
cuits in existing conduits. Sizes 
fungus, abrasion. UL listed. : 14 thru 4/0. 


ance to moisture, corrosion, 





Type SE Service Entrance Cable 


(Armored and Unarmored— Copper or Aluminum) 


Weatherproof Wire 


Triple braid weatherproof 
covering can be relied upon 
to meet severe climatic con- 
ditions. Available also with 
neoprene or polyethlyene in- 
sulation. Comes in solid and 
stranded, full range of sizes. 


May be used without conduit 
from pole to building ond 
down side of building in 
places not subject to mechan- 
ical injury. UL listed. Neo- 
prene Aluminum SE also 
available. 





ee Se nslaned dat” Miata deeettiel PCL A RTE LR ao 
> 


| 


e 


Coiled Heater Cord Set | Bare Copper Wire 


it's new, convenient, safer to 
use. Non-tangling six-foot cord retracts to 18 
inches. Can be used on any heet-type appliances. 


Soft drawn bare copper wire is 
available in a complete range of 
sizes, solid or 7 stranded. 


ACT Armored Cable 
& Flexible Steel Conduif 


Suitable for general wiring in 
non-fire proof structures. 
Two, three, four conductor. 


DIAMON D 


WIRE and CABLE Company 
Sycamore, Illinois 


WAREHOUSES: Pittsburgh + Cleveland *« Minneapolis * Denver « Dallas « Atlanta 
Want more facts? Circle 131, p. 53 


Range Cord Sets 


Three wire set is 36” long. Rubber 
molded cap, rubber jacketed cable, 
steel strain relief. UL listed. 
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OW - 


Ute. 


gives YOU 
another product to 


BOOST 
YOUR 
PROFITS! 


Model LB4 
4 bushel capacity 


Model LB3 
3 bushel capacity 


LEAF 
BURNERS 


Portable... handy...safe 


Flare design and draft opening give 
flue action for safe combustion and 
minimum smoke. 


e Sturdy aluminum-clad steel 
resists rust. 


@ Colorful red wheels roll easily 
e@ Hinged top grill for extra safety 


FAST TURNOVER! 
FULL MARGIN! 


Write today for literature and prices! 


Want more facts? Circle 132, p. 53 
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How to display rope and chain 


Here’s how a dealer solved the problem 


of display-space shortage. This idea 


will work in any store. 


Racks for rope, chain, and cable 


' can tie up a lot of floor space. 
| They can be unsightly if someone 


doesn’t keep them neat. 

Although Umpqua Valley Hard- 
ware, Roseburg, Ore., is not a small 
store, it faces the common problem 
of display-space shortage. One way 
the store has solved this problem 
is to move rope and chain storage 
racks into the basement. 

As shown in the picture, rope 
ends are fed to the main floor 
through holes drilled near the edge 
of a wall showcase. The ends of 
the rope are knotted after each 


measurement to prevent them from 
slipping back through the holes. 
This solution has also been applied 
to bulk chain, in another part of 
the store. 

The customers ask for a size of 
rope (they’re arranged in order). 
The salesman picks the right size, 
unties the loose knot, measures and 
cuts. Then the salesman reties the 
knot, and the weight of the rope 
pulls up the slack. 

Bulk rolls of rope and chain hang 
directly underneath on steel bars. 
They’re inspected regularly for re- 
orders. 


Clyde Bond demonstrates rope display on the sales floor. 





The Debut of the Ve 
SWING-A-WAY 
DeLUXE 
AUTOMATIC 
CAN OPENER 























Modei 1509 RM-WM-YM-PM-TM-SM... Red, White, 
Yellow, Pink, Turquoise and Sandalwood enamel, Chrome trim $6.95 
Model 1509M Polished chrome $7.95 


Just out...the new standard for comparison in automatic 
can openers... the Swing-A-Way DeLuxe! Its sophisticated styling has the 
timeless value of all Swing-A-Way design, and beneath the beauty is a time- 
proven mechanism to give years of trouble-free service. See the newest and 
neatest look in can openers...the totally new Swing-A-Way Deluxe Automatic. 


Finest Features! Single-handle automatic operation ¢ Exciting, totally -new 


styling * Six decorator colors ¢ Sturdy cast housing * Powerful, ceramic magnet 


¢ Gear-driven cutter * 3-position wall bracket * 5-year written guarantee. 


you can sell more, make more with Swinc-A-Way 


SWING-A-WAY MANUFACTURING COMPANY «+ ST. LOUIS 16, MO. + In Canada: Fox Agencies, Port Credit, Ont, 
Want more facts? Circle 133, p. 53 
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Heres a 
Do-lt-Yourself-Aluminum idea 


that’s fun to make 


...and 
downright practical, 
too! 


. = 


bees’ 


Make Your Own Aluminum Gliese 


As advertised in 


POPULAR 
MECHANICS 


* 

POPULAR 

— SO TDA GD 
* 


peadadatas 
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Reynolds Do lt Yourself 


=a =©MECHANIX 


Pe no nested ILLUSTRATED 


§ cum How-To kx wth FREE shower door § 
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KE DOZENS 
SEFUL ITEMS 


Mail coupon for point-of-sale signs with reprints of Reynolds DIYA ads. 
They sell your customers the fun and practicality of making things 
with aluminum. Hang this strong point-of-purchase material on or near 
your DIYA rack... put them on your counter ...near the register ...or in 
your window for the impulse sales that add to your volume and profit. 
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DEALERS 


USE 


REYNOLDS 
ADVERTISING 


to increase sales 
of 
Do-It-Yourself 
Aluminum 
and profitable 
related items! 


38 million Do-It-Yourself Alumi- 
mum ads reaching 114 million 
readers in one year’s time make 
the aggressive kind of advertising 
it pays you to merchandise. 

Why? Because each Reynolds 
ad talks directly to customers 
who buy at your store to make 
things at home... the men who 
read Popular Mechanics, Popular 
Science, Mechanix Illustrated and 
True Magazine. 

This advertising is moving 
people to buy. Proof? Over 16,000 
men took time to write for free 
plans on the first two ads alone. 

The ideas illustrated on these 
two pages show how retailers 
like yourself use Reynolds Do-It- 
Yourself advertising for more 
sales, more profit. How about you? 


Free Sales Aids-Write Today! 


Please send the following materials. 


[] Go Cart 

['] Shower Doors 
[] Patio Lights 

[] Storm Windows 


Point-of-Purchase 
Display and Reprints 
Newspaper Ad Mats 


Project Sheets, No’s: 


‘*How To Use Aluminum’ Booklet: 

















- 
< hee eg 
- 


r: 


macs 








ene! magazines. gag 


there’s plenty of space 
for’ your store name. 


"INSTALLATION PROCEDURE 


Assembie oil the moterial you'll need AA 
ure, the anenim ond cut panel, oe 


uae Renda 


ee 


Reynolds Metals Company e Richmond 18, Va. 


Name..... 


Company .... 


Want more facts? Circle 134, p. 53 


< 


‘profits for your store. 


Keep a good supply of 

Reynolds project sheets 
and ‘“‘how-to"’ literature — 
on hand. But make them > 
work overtime . . . make 
monthly mailings of 

sheets that are of specific © 
interest to school shops, 
garden clubs, Boy Scouts, 


go-cart clubs, church ae 


groups. Charge customers | 
are likely prospects, too! 
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Q: what’s better than 50% markup? 
A: 667%... 


SELL and PROFIT with the AMES LINE, 
even more complete now with the newly 
market proven... 


A\MMes 
ROTOQ-EDGER 


ROTARY LAWN SHEARS 





No. 20 UNIVERSAL 


for your customers..... 
QUICK, CLEAN, EASY TO OPERATE 
and for you..... 


oe QUICK, CLEAN, EASY TO SELL 
"66 7% markup - full 40% profit 


IT’S PRESOLD ... POWERFULLY SO...IN 
e Better Homes & Gardens «House &Garden e Living 
e Popular Gardening e House Beautiful © Sunset 


_No. 30 DELUXE 


WHY NOT STOCK THE COMPLETE AMES LINE? 


Shovels, Garden tools, Snow tools, Post hole diggers and handles 


PARKERSBURG 


3. ARES co. WEST VIRGINIA 


FINER PRODUCTS THRU HIGHER STANDARDS 


Ames also manufactures the famous lines of Ames Aire 
Casual Furniture and Ames Maid Metal Household Furniture 


Want more facts ? Circle 135, p. 53 
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Convention 
Calendar 


——Convention Check List——; 


For complete details about the con- 
ventions listed by dates below use the 
alphabetical listing following this quick 
check list. 


July 


17-19 Our Own Hardware Co., Sum- 
mer Merchandise Exhibit & 
Stockholders’ Meeting, Minne- 
apolis. 

The Geo. Worthington Co., Toy 
& Gift Show, Cleveland. 
American Hardware Supply Co. 
Gift Show, Pittsburgh, Po. 


Combined Hardware Wholesal- 
ers’ Dealer Show: Dinkins-David- 
son Hardware Co.; King Hard- 
wore Co.; and Sharp-Horsey 
Hardware Co., Atlanta. 
Oklahoma Hardware Co., Fall 
Merchandise Market, Oklahoma 
City, Okla. 

J. A. Williams Co., Merchan- 
dise Fair, Pittsburch. 

Walter H. Allen Co., Inc., An- 
nual Stockholders’ Meeting and 
Merchandise Show. Dallas. Texas 


September 


4-7 Beck & Gregg Hardware Co. 
Fall Merchandise Show, Atlan- 
ta, Ga. 

11-12 Bigelow & Dowse Co. Fall 
Merchandise Show, Needham 
Heights, Mass. 

13-14 Materials Handling Clinic, The 
Young Rebels of Southern 
Wholesale Hardware _ Assn., 
Memphis, Tenn. 

15-17 Joint Industrial Show, Herr & 
Co., Reilly Bros. & Raub and 
Steinman Hardware Co., Lan- 
caster, Po. 

19 Franklin Hardware & Supply 
Co., Annual Convention and 
Stockholders’ Meeting, Warring- 
ton, Pa. 

20-22 Joint Dealer Show, Herr & Co.., 
Reilly Bros. & Raub and Stein- 
man Hardware Co., Lancaster 
Pa. 

25-28 Nationa! Builders’ 
Convention, Chicago. 

26 to American Hardware Supply 

Oct. 13 Co., Fall Group Meetings, 
Pittsburgh. 


Hardware 


October 
10-14 National Hardware Show, New 
York, N. Y. 
30 to Hardware Wholesalers Inc.., 
Nov. | Annual Convention and Mer- 
chandise Show, Fort Wayne, 
Ind. 


November 
13-15 Mid-America Lawn, Garden & 
Outdoor Living Trade Show 
Chicago. 














(Continued on page 84) 
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HARDWARE AGE 


BUILDERS 
HARDWARE 
HANDBOOK 


By Adon H. Brownell, A.H.C. 


Practical, down-to-earth information for hardware men, 
contractors, architects, students, teachers. 


All the basic facts about Builders’ Hardware presented in 


simple, easy to understand language. 234 pages, 


385 illustrations, 
Detailed descriptions of functions, applications, specifica- size 8!/." x 11" clothbound 
tions and estimating. Price only $8.00 


This all-inclusive volume covers base RECOMMENDED BY NATIONAL BUILDERS’ HARDWARE ASSOCIATION 
metals, finishes, hinge requirements, AMERICAN SOCIETY OF ARCHITECTURAL HARDWARE CONSULTANTS 


lock functions, exit devices, door closing 
devices, lock security and keying, hard- —tor experienced hardware men or students 


ial ¢ rd- 
i ago oe of es —how to set up a builders’ hardware department—and 
and safety precautions. Operating make it pay 
costs, financing, marking goods, other 
information necessary for efficient 
management. A complete glossary of —how to cash in on replacement and follow up items 
builders’ hardware terms is also in- 
cluded. —how to bring prospects into your store 


—how to read blueprints and specify jobs 


HARDWARE AGE, DEPT. A2 
56th & Chestnut Sts. 
Philadelphia 39, Pa. 
WRITTEN BY AN EXPERT Please send me copies of HARDWARE AGE BUILDERS' HARDWARE 


HANDBOOK by Adon H. Brownell, A.H.C. | will send payment upon receipt of 
WITH 45 YEARS’ EXPERIENCE the invoice in the amount of $8.00 per copy, plus 45 cents handling and 


IN BUYING. SELLING postage. 
DPE YEN a endl) ttc 
BUILDERS' HARDWARE 


« 


a Check here if sending payment with order, saving you the 45 cents handling 
and postage charge. 


SRS SS SSS SSSSSSSSSSSSSSSSSUSSeeeeeneeeeeseseeseeaseseeseneaasaesaenal 
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JAZZ UP 
SUMMER 


BUSINESS! 


C 
SUPER 
SALE 


VINYL Tha eer 
aA ¥ Ro Profits from a bucket-full of 
POWERGRIP b= f’ Vinyl PowerGrip ag a. 
& a! eee drivers! Blister-proof handles! 
No. P339 Assortment ind te ofl = Values to 95¢, retail 39¢—2 
Fuller products are made in U.S.A., NS < for 75¢. Heavy duty, mechanic, 


England and other countries, of the y iJ i cabinet, #1 & #2 recessed 
highest quality materials, by skilled N : Eg (Phillips type) '. . . 50 in all. 


cra . » « designed for service 


Attractive red and white pail. 


- « « and rigidly inspected to pre- ty RO. - 
serve Fuller Quality and Reliability. eee oy... Put ‘em up front. 


ORDER TODAY! 




















TAP-A-LINE=The Handiest 
Thing Since Electricity... 


Mount TAP-A-LINE back of work benches, along production or 
assembly lines, in experimental labs, on test tables, in display 
rooms — wherever utility or convenience demands multiple taps 
to the power source. 


TAP-A-LINE is safe — plastic sheathed with concealed conduc- 

tors = engineered to grip plugs securely — insures positive 

electrical contacts — is easy to install anywhere in any posi- 

tion, or can be used unmounted. 

Sold only through Hardware Wholesalers. Some Wholesaler 
territories still open. Write us today for details. 





“sn 
ae NF 


CLP LIE LODE DEBI OR LEE SES “oe oy 


ROR SORE 


U.S. Patent 
2680233 
Pat. Canada 
1953 


LENGTHS: 
6 INCHES 
TO 
10 FEET 


TAP-A-LINE MFG. CO., P.O. Box 563, Pompano Beach, Fla. 
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(Continued ) 


National Events 


National Builders’ Hardware Conven- 
tion, Sept. 25-28, Chicago, Hotel 
Headquarters, meetings, and ex- 
hibitions at Hotel Sherman. Spon- 
sored by National Builders’ Hard- 
ware Assn., William S. Haswell, 
managing director, 515 Madison 
Ave., New York 22, and American 
Society of Architectural Hardware 
Consultants, George P. Merrill, ex- 
ecutive secretary-treasurer, 220 “E” 
St., Santa Rosa, Calif. 


National Hardware Show, Oct. 10-14, 
Coliseum, New York City. Spon- 
sored by National Hardware Show, 
Inc., 331 Madison Ave., New York 
17. Frank Yeager, managing direc- 
tor. 


Regional Events 


Walter H. Allen Co., Dallas, Texas, 
Annual Stockholders’ Meeting and 
Merchandise Show, Aug 29-30, at 
Baker Hotel, Dallas, Texas. 


American Hardware Supply Co., Gift 
Show, July 25-Aug. 5, and Fall 
Group Meetings, Sept. 26-Oct. 13, 
at company’s offices, 41 Terminal 
Way, Pittsburgh. 


Beck & Gregg Hardware Co., Annual 
Fall Merchandise Show, Sept. 4-7, 
at company offices, 217 Luckie St., 
Atlanta, Ga. 


Bigelow & Dowse Co., Fall Merchan- 
dise Show, Sept. 11-12, at company 
offices, Needham Heights, Mass. 


Combined Hardware Wholesalers’ 
Dealer Show: Aug. 2-5, Dinkins- 
Davidson Hardware Co.; King 
Hardware Co.; and Sharp-Horsey 
Hardware Co., at Atlanta Biltmore 
Hotel, Atlanta. 


Franklin Hardware & Supply Co., An- 
nual Convention and Stockholders’ 
Meeting, Sept. 19, at company ware- 
house, 863 Easton Rd., Warrington, 
Pa. 


Hardware Wholesalers, Inc., Annual 
Convention and Merchandise Show, 
Oct. 30-Nov. 1, at company offices, 
Nelson Rd., Fort Wayne, Ind. 


Joint Industrial - Dealer Exposition, 
Sponsored by Herr & Co., Reilly 
Bros. & Raub, and Steinman Hard- 
ware Co., Lancaster, Pa. Industrial 
Show, Sept. 15-17. Dealer Show, 
Sept. 20-22. Both shows held at 


(Continued on page 86) 





The big profit news this year...is DRAFSTOP 


Here’s the perfect sales package for bigger 1960 weatherstripping volume. The 
DrafStop Weatherstripping and Door Bottom line is hot because DrafStop 
produces turn-over and that means one thing to you... profit. This year, 
DrafStop is being solidly pre-sold by a big, color advertising campaign in Post 
and Better Homes & Gardens. Lots of merchandising materials too, to help 
you sell— working model demonstrators, ad reproductions, advance magazine 
copies, stickers and package tags, bright red and black target signs, 
mailing pieces and ad mats. DrafStop warehouses are in New Jersey, 
Chicago, St. Louis and Los Angeles—you’re always assured of prompt delivery. 
Ask your DrafStop distributor for a look at that beautiful mark-up. 
Or write Roberts Co. direct for more information about how you can cash in. 
THIS TIME, WHEN YOU ORDER...ORDER DOUBLE, YOU'LL NEED IT! 

Want more facts? Circle 138, p. 53 


rHe ROBE RTS co. 
600 N. Baldwin Park Bivd., City of industry, Calif. 
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Sure -Fire 
Sales Builder 
Hor Fall 


Shuford's 
All-Purpose 100% Vinyl 
Weather Stripping 


At the first hint of winter, your customers will rush 
to seal doors and windows tight against cold winds and 
weather. Be prepared to cash in on this get-ready-for- 
winter market . . . and order fast-selling, high-profit Shu- 
ford’s “all-purpose” Weather Stripping NOW! 

Mr. Fix-Its” everywhere find Shuford’s “all-purpose” 
Weather Stripping perfect for dozens of home sealing 
uses. Made of 100% virgin vinyl, it stays flexible at any 
temperature, in any weather. Won't crack, peel, or rot, 
and it can be painted. Easy to install, too—hammer and 
Scissors only tools needed. 

Shuford’s “all-purpose” 100% vinyl Weather Stripping 
comes in eye-catching “Do-It-Yourself” Kits containing 
an 18 ft. continuous strip, tacks, and instructions. Packed 
12 kits—assorted white, brown, and gray—to self-display 
carton. Also 500’ reel put-up. 

Stock and display Shuford’s “all-purpose” Weather Strip- 
ping... you ll sell plenty before the snow flies! Sell Shu- 
ford’s Casement Weather Stripping and Garage or Outer 
Door Weather Stripping, too . . . ask for information. 











CLOTHES LINES e TWINES 
PRESSURE-SENSITIVE PAPER TAPES 
SASH CORDS e WEATHER STRIPPING 
COTTON & RAYON YARNS e EXTRUDED PLASTICS 





World’s Largest Manufacturer of Cotton Cordage 


Want more facts? Circle 139, p. 53 A 
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Guernsey Sales Pavilion, Lincoln 
Hwy., east of Lancaster, Pa. 


Materials Handling Clinic, Sept. 13-14, 
at Ellis Auditorium, Memphis, 
Tenn. Sponsored by The Young 
Rebels of Southern Wholesale Hard- 
ware Assn. 


Mid-America Lawn, Garden & Out- 
door Living Trade Show, Chicago, 
Nov. 13-15, Navy Pier, Chicago. 
Frank Yeager, 331 Madison Ave., 
New York 17, managing director. 


Oklahoma Hardware Co., Fall Mer- 
chandise Market, Aug. 21-22, at 
Huckins Hotel, Oklahoma City, 
Okla. 


Our Own Hardware Co., July 17-19, 
Summer Merchandise Exhibit & 
Stockholders’ Meeting, at general 
offices, 618 N. Third St., Minne- 
apolis. 


J. A. Williams Co., Pittsburgh, Mer- 
chandise Fair, Aug. 28-31, at Syria 
Mosque, Pittsburgh. 


The Geo. Worthington Co., Annual 
Toy & Gift Show, July 17-27, at 
company’s exhibit hall, 802-832 St. 
Clair Ave., N. W., Cleveland. 


‘‘Apple blossom time” is 


effective theme for ad 


Verdow - Van Lare Hardware 
Inc., Williamson, N. Y., joined 
with other merchants in sponsor- 
ing a special promotion to draw 
western New York residents to the 
area during “Apple blossom time.” 

The cooperative promotion was 
the basis for special newspaper 
advertising, store display, and a 
camera contest. 

Participating merchants spon- 
sored airplane rides over the apple 
orchards. A camera contest was 
open to elementary and high school 
students, with photos to be taken 
during the two week apple blos- 
som time promotion period. Entry 
blanks were available at Verdow- 
Van Lare and other sponsering 
merchants. 

The unusual promotion increased 
traffic and activity throughout the 
Williamson area during the two 
week period, leading to substantial 
business gains for the participat- 
ing stores. 

Want more facts? Circle 140, p. 53 > 
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NEW FACTORY-PACKED DISPLAYS . . . WITH PRICE-MARKED PACKAGES 


Just set up and sell! 
NEW #4285 COUNTER DISPLAY 


Just slide from outer case and lock together . . . no need to 
spend time arranging stock .. . or pricing it. Stocked with 285 
lamps... in the three most popular types . . . with quantities 
keyed to average user buying... 75 C6, 180 C7%, 30 D14...all 
in 5-bulb packs, assorted colors. Go after more impulse sales 
Suggested retail price $ 38.04 . . . with displays at several points in store. Shipping weight 


Suggested dealer price $25. 51* 6 lbs. Order from your G-E Christmas lamp supplier today. 
Your profit $ 12.53 


Takes only 13” x 17” 
of counter space 


#1565 FLOOR DISPLAY 


Tested and proved a sellout in hundreds of 
stores with high volume traffic. Takes only 
3 sq. feet of floor space yet it holds 1565 
General Electric Christmas lamps in 5 fast- 
selling sizes ... all in 5-bulb packs except 
“Lighted Ice’. Set it up anywhere in 5 to 10 
minutes. No stock to shift ... you're in business 
right away. Saves ordering time too, since 
stock is balanced to average user demand. No 
need to figure how many of each type to order. 
Shipping weight 31 Ibs. 
Suggested retail price $241.13. Suggested dealer price $161.67* 
Your profit $ 79.46 


NEW #915 FLOOR DISPLAY 


Sets up anywhere . . . in five minutes or less... 
with stock all in position and priced. Think of 
the time you save—and how easy to display. 
No need to shift other items. Takes only a 
little more than 2 sq. ft. of floor space. Holds 
915 G-E Christmas lamps in 5 fast-moving 
types. (All in 5-bulb packs except “Lighted 
Ice”) .. . 90 D30, 180 C6, 75 D14, 120 D26, 
and 450 C7. Shipping weight 23 Ibs. 
Suggested retail price $146.25. Suggested dealer price $98.04* 
Your profit $48.21 


# # ww # # Sas 
*All prices include Federal excise tox 20" x 15° x 58" high 25” x 17" x 60 high 
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oe NEW G-E TWIN-LAMP PACK 
Sells two bulbs at a time instead of one 


. twins of same color. Saves work...steps up “loose bulb” sales! 


| Will help double sales over single lamp bulb displays. Already price-marked 

C/ . / . DOC OUTDOOR | 29° at NEW LOW PRICES .. . no need to stamp each bulb or put on stickers. 
se sapiens Clearly marked ““G-E” so customers know at a glance the quality they’re 

getting . . . and you get full advantage from G-E advertising. Each customer 

selects ... just the colors he wants. Easy to display . .. dump in bin or basket 

. or use shipment tray. Available in solid or assorted colors in all types 

except Lighted Ice, Snowball or D25 ...in new 100-lamp tray units or in 

500-bulb case. Order from your General Electric Christmas lamp supplier. 


CHRISTMAS 
LAMPS 


Special SNOWBALL Assortment Deal 


Your customers will like this new General Electric Snowball lamp (for 
C7% strings) .. . especially when they see it in this lighted display. Snow- 
balls are snowy white ’til they light . . . in soft, non-glaring colors. Beautiful 
indoors or outdoors . . . and they decorate day and night! 120 of these new 
lamps in 20 cartons (assorted colors) plus free lighted display with 
6-socket string set and price card in one case. 


Suggested retail price 42.00 Suggested dealer price $26.84* 
Your profit $15.16 





“@ a #226 G-E LAMP ASSORTMENT 


vt one : Includes FREE lighted display that attracts and demonstrates. Comes 


with special 14-socket string set plus price card all in one case with 
pePempasis © these quick-selling new lamps: 96 D30; 80 D15 and 15 D27. Order 


ms ead tere aging 


LONG Lise 
COOL-suRNING 


either or both assortments from your supplier and attract more 
attention to ALL your G-E Christmas lamps .. . and string sets, too! 


Suggested retail price $54.26 Suggested dealer price $36.45* 
Your profit $17.81 


*All prices include Federal excise tax 


- 


® 


> £ 


D40 D30 


SNOWBALL D26 LIGHTED ICE 027 


TWINKLE TWINKLE 


New Low Prices on 7 of 9 bulb sizes... advertised to nearly 50,000,000 homes this Christmas 
to help you sell. Miniature Lamp Dept., General Electric Co., Nela Park, Cleveland 12, Ohio. 


GENERAL @@ ELECTRIC 





How’s the Hardware Business? 





Retired, active persons: A growing market for 
leisure-sporting lines, and specialized hardware 


In all of the excitement about 
the growth potential of the 1960’s, 
the accent has been upon youth. 
Many economists and planners are 
neglecting the surge in the over-65 
age bracket. 

This market of older folks, 
young enough to be active in their 
leisure years, is reaching stagger- 
ing proportions. At the moment, 10 
percent of the nearly 180,000,000 
population is 65 or older. 

In a few years, there will be 
some 20 million potential customers 
over 65 for recreational goods and 
specialized hardware. 


How market shapes up 


Many manufacturers and deal- 
ers are girding for this market. 
Some examples: 


@ A Florida dealer says an aver- © 


age retired couple that moves into 
a $20,000 home will spend about 
$250 in his store in the first year 
of occupancy. 

@® A major gun maker has found 
a strong market for a shotgun that 
is two pounds lighter than former 
models, and has 20 percent less re- 
coil. 

@ A California dealer says re- 
tired folks are his best customers 
for lawn and garden needs. 

@® A golf club manufacturer is 
marketing clubs that have more 
snap built into them, so that older 
persons get longer drives with less 
power. 

@ In almost every line of manu- 
factured goods, special considera- 
tion for the eyesight, physical abil- 
ity, and special needs of retired 
citizens is being brought into play. 


More money to spend 


Senior citizens now have more 
income than their predecessors of 
a few years ago. Retirement ages 
are coming down. Retirement plans 
are being effected that are wider, 
more generous in scope. 

Also, there are considerations 
such as federal medical aid to the 
aged coming to the fore. In brief, 
it appears that there will be more 
and more persons reaching retire- 


ment with steadily more money to 
spend in their twilight years. 

And the span of years following 
retirement is steadily lengthening. 

This means business for dealers 
who work for it. Retired customers 
on strictly limited incomes are 
prime do-it-yourselfers, out of nec- 
essity. Others, not so limited in 
spendible income, freely buy the 
things they want for sports, recre- 
ation, gardening, and home im- 
provements. 


How to build traffic 


If you will cater to 65-year-olds 
you'll find them a steady source of 
repeat business. 

Some dealers keep folding chairs 
around their stores, so that older 
customers with time on their hands 
can shop slowly and in comfort. 

Other dealers are extremely 
fussy about keeping clean rest 
rooms, water fountains, and drink- 
ing cups. 

Dealers bear in mind that one 
customer of every 10 they serve 
has reached retirement age. 


These customers respect a little 
extra consideration. They have spe- 
cial wants and needs, and they have 
the time to seek out a store that 
makes them feel comfortable. 





Consumer Mailers 


Fairfield dealers get 
steel promotion tools 


City-wide promotions can be 
profitable for you. They focus at- 
tention on an idea or a product 
and help draw traffic into your 
business area. You can draw traf- 
fic into your store with tie-in pro- 
motions of your own. 

There is plenty of opportunity 
for you to take advantage of com- 
munity or even nationwide promo- 
tions, especially at this time of the 
year. Two dealers in Fairfield, 
Ala., found such activities profit- 
able. They joined in with the re- 
cent three-day Steelmark Days 
promotion sponsored by United 
States Steel Corp. 

The Steelmark, of course, is a 
symbol promoted through the 
American Iron & Steel Institute 
by U. S. Steel as an institutional 
program for the steel industry. 

Steelmark Days of 1960 in Fair- 
field, Ala., produced a 15 percent 
boost in sales over the 1959 pro- 
motion for the two hardware deal- 
ers who participated. Steelmark 
Days of 1959 produced a sales in- 
crease of about 25 percent over 
the same period in 1958 for both 
dealers. 

Community programs that tie-in 
with industry promotions can con- 
tribute to the economy of your 
city. You and other businessmen 
may want to create your own pro- 
grams to help boost business in 
your shopping district. 





New Wholesalers’ Aids for Dealers’ Use 


Wonderland of Hobbies 
is 1960 promotion book 


| Ge wiinnun « HOBBIES =< 


wv, 


r 

~ 

Ae 
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Wonderland of Hobbies is the 
new promotion book for 1960 being 
made available to dealers by Dis- 
tributor Promotions, Inc., Phila- 
delphia. 

The hobby book is printed on 
24-pages in four colors. It is rec- 
tangular shaped, measuring 10 in. 
across by 734 in. deep. 

Each page features a variety of 
new and exciting hobby kits, HO 
trains and accessories, paint sets, 
etc. 

The merchandise featured was 
selected for wide consumer appeal, 
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"SORRY" 


Whenever a customer requests a 
name brand product, and you say 
“Sorry,” it means money thrown 
away, and sometimes the loss of 
a customer. 


Water Masters are readily avail- 
able. Why say "Sorry" when a small 
stock will give you your share of 
the millions of Water Masters that 
are sold every year. 


SELL THE 
GENUINE 


WATER 
MASTER 


The Hardware Man’‘s 


TOILET TANK BALL 


America’s Largest Seller 


Want more facts? Circle 141, p. 53 








Make a Profit 
when you sell 


appliances 


©. fg = 
THE FINEST VALUE FOR YOUR HOME 


Priced to meet discount 
competition - yet you 
still make a Real Profit ! 


” COUNTER GUARANTEE "AND 


by RATIGNWIDE SERVICE 


SOLD ONLY BY 26 
LIBERTY DISTRIBUTORS 


WRITE R.C. VEREEN, LIBERTY 
DISTRIBUTORS, BOX 95, PHILA. 5, PA. 
FOR COMPLETE INFORMATION 


Want more facts? Circle 142, p. 53 
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New Wholesalers’ Aids 


(Continued ) 





with many items for the beginner 
as well as for the more advanced 
hobbyist. 

Also available is a 94-piece day- 
glow display kit for the dealer’s 
tie-in with the promotion book. 


Western motif featured 
in Oklahoma broadside 


A western motif sets the atmos- 
phere for the Roundup of Big Sum- 
mer Values, theme of the summer 


, Hane Dollar ¢* ’ 
wi BUYS —T 


Von 





» sty ' % 
‘ YOUR BEST VALUE 
. in a CIRCULAR SA 





453 really big package = 
"SS ast a truly low price a: 
oBters 


broadside being made available by 
Oklahoma Hardware Co., whole- 
saler at Oklahoma City. 

The broadside is a four-page 
tabloid size mailer. More than 50 
merchandise items and five coupon 
specials are used. 

Items featured include house- 
wares, hand and power tools, lawn 
and garden supplies, outdoor living 
items, and plumbing and electrical 
equipment. 


Eighteen wholesalers 
use Pro sale circular 


Eighteen wholesalers, in more 
than 40 states, will use the Fall 
Block-Buster Sale circular prepared 
by Pro Hardware, Inc., Larchmont, 
N. Y., an affiliate of Cosgrave & 
Associates. 

The eight-page circular features 














wanes TMPR 





TURN Page FOR mOer vakuEeT | 


60 basic and timely hardware items. 
Seven are under the Proven label, 
private label of the Pro Hardware 
Group. 

As an added service, the eight- 
page mailer will be reduced to four- 
pages for use by lumber yards and 
building material stores. This edi- 
tion of the circular will contain 
only items appealing to male cus- 
tomers. Housewares will not be in- 
cluded. 

Using the Pro circular for the 
first time is Allison-Erwin Co., 
wholesaler at Charlotte, N. C. 


Record circulation on 
Cotter 4-page mailer 


This V & S Midsummer circular, 
prepared by Cotter & Co., dealer- 
owned wholesaler in Chicago, has 
been distributed to nearly 1,500,000 


rmeore value tor your money .. . 


— Sey er 
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Safety Plug Lock 


NEW ELECTRICAL 
SAFETY DEVICE 
PREVENTS COSTLY 
DAMAGE! 


Protects children 

from possible 

harm. Eliminates 

accidental discon- 

necting of refrig- 

erator, freezer 

(and consequent 

food spoilage), 

appliances, any 

electrical apparatus that plugs in. Locks 
plug into outlet, keeps it secure. Prevents 
shorts due to partial contact. Installs 
easily in a moment, adjusts for any size 
plug. Best insurance you can get. For 
homes, offices, stores, factories. Buy one 
for each cutlet. Dealer inquiries invited. 
-HA 


Write for name of 
nearest local distributor. 


SAFETY PLUG-LOCK CORP. 
1270 Broadway 
New York |, N.Y. 





| Value and Service Days. 
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How to survive and make 
money in hardware is subject 
of HA's Store Managers’ 
Guide. Gives useful figures 
on store sales, bankruptcy 
rates, etc. Send 25¢ for a 
copy to Reader Service Dept. 


Start a profitable Rental Busi- 
ness. 12 p. reprint tells what 
to rent, how to set charges, 
customer agreements, book- 
keeping forms, and other 
information. Send 25¢ to 
Reader Service Dept. for 
your copy. 


HARDWARE AGE 


Chestnut & 56th Sts., Philadelphia 39 


| “He started his 
| hour ago ...How long does it take?” 


homes in 14 midwestern states. 


| This was a 28 percent circulation 


increase, and a new record for the 


| circular, the company points out. 


Midsummer ’60 
It is a 


The theme is 


10-day promotion. 
More than 100 merchandise items 


are featured including housewares, 


lawn, garden and outdoor equip- 
ment, paint and electrical and 
household supplies. 

Traffic builders include seven 
coupon specials and a leather wallet 
featured on front and back of the 
circular for $1.97. 

A merchandising kit containing 
strip banners, over-the-wire pen- 
nants, price cards, radio copy and 
ad mats is available. 


Witte Hardware issues 
Summer Jamboree mailer 


Jamboree of Summer Hardware 
Specials is the theme of the sum- 
mer promotion being offered deal- 
ers by Witte Hardware Corp., 
wholesaler at St. Louis. 

The mailer is printed on eight 
pages in three colors, and is tabloid 
size. More than 60 seasonal items 
are featured along with several 
coupon specials. 

Items featured include lawn and 
garden supplies, sporting goods, 
power tools and household supplies. 

A point-of-sale kit is also avail- 





HARDWARE HUMOR 


demonstration an 





MOST BEAUTIFUL 
CAN. OPENER 
MADE 


PORTABLE 
ELECTRIC, 


CAN 


eS ‘. Retest: 
Want more *=<ts? 


Cee eee os me ee 








Sales... 

speet . 

tl rn over 7 Phe ete coe 
% to %" 


18 new displays feature 152 
Vichek tools listed as essential in 
the NRHA Turnover Handbook. 

Grouped together these form 
the world’s finest and most com- 
plete hardware tool display. Or, 
they may be used singly, or in 
combinations, to meet individual 
store needs. Ask your wholesaler 
today for Vichek profit facts! 


k Turnover Han k 
Hammers, Chisels, Punches, Screw 
Drivers, Pliers, Adjustable 
Wrenches, Socket Wrenches 


Vichek Tool Co. 


Cleveland 4, Ohio 
Want more facts? Circle 145, p. 53 
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STARRING today in tn: 


nations most inte vost 
Morel am asleh-) am elachibe-ieli: 
cabinet hardware line' 


4K 


btate. 
v . ‘ 
PiU TTit 


STAR'S 


FAST SELLING 


nerican 


Handsome steel and die-cast ieces 
beautifully finished in Chrome, Black, 
Polished Brass, Polished Copper. 
Nickel or Prime Coat. 


SWEPT-WING 
HINGE 

#519 

Flush Type 

516 


eg sg oe 
ype in %", '2", 
5h", %" : 


#518 
Offset Type in 3%" 


DRAWER SLIDES 


#652 
All-stee! 
sturdy drawer 
slide, mounted 
under drawer 
in center with 
only four nails 


"* Centers 
os avail- 
able in nickel) 


SEMI- 
CONCEALED 
HINGE 


2416 

For overlaid 
doors up to 34" 
thick 





ALWAY MAGNET 
ATCH 


#232 

Only catch in its 
price class that can 
be used on lipped, 
flush or overlay 
doors (Aluminum 
only) 


Ask for complete 
catalog & price 
list TODAY. At- 
tractive finished 
Birch Plaque 
11/2" xI5/2"*x'/2"" 

display 
mounted sam- 
ples available 
upon request 


aL PRODUCTS ©° 


STAR™* » Brookly® a) Re 


530 Butler stree" 


Sold through wholesalers only 


Want more facts? Circle 146, p. 53 
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(Continued ) 


able. It contains window stream- 
ers, in-store banners and pennants 
and price cards. 


Hibbard distributes 
2.5 million circulars 


More than 2.5 million True 
Value Week spring circulars have 
been sent to consumers by 667 deal- 
ers serviced by Hibbard, Spencer, 
Bartlett and Co., wholesaler at 
Evanston, IIl. 


The eight page tabloid features 
competitive prices on_ seasonal 
lines. Four coupon items are used 
as leader items for traffic. A 500- 
piece store trim kit backs the 
mailer. 


Manufacturers’ New 
Merchandising Plans 











Lawn-Boy promotion tied 
to Hawaiian Luau theme 


Hawaii and the backyard Luau 
are the display theme for a limer- 
ick contest being promoted by 
Lawn-Boy, Waukegan, Ill. The 
contest winner receives an expense- 
paid trip for two to Hawaii. 


Dealers supply entry blanks to 
all inquiring customers. They need 
not buy a Lawn-Boy mower. A 
‘“‘Let’s have a Luau” food and drink 
recipe booklet is also offered free. 


The Luau dealer kit backing a 
national advertising campaign con- 
tains brightly colored window ban- 
ners, signs, leis, tropical leaves, 
price tags shaped like pineapples, 
and other topical display aids. 


Porter-Cable promotion 
offers consumer bonus 


Porter-Cable Machine Co., Syra- 
cuse, N. Y., has announced a joint 
promotion with O. M. Scott & Sons, 
Marysville, Ohio, to introduce 


Porter-Cable’s new Mark 24 riding 
mower. 

The promotion includes an intro- 
ductory offer, under which Porter- 
Cable dealers will sell the new rider 
and a 36 in. Scott seeder-spreader 
at a savings of $60 to the consumer. 

A series of ad mats, fliers and 
streamers will help support the pro- 
motion. 


Two price reductions 
announced by Weller 


Weller Electric Corp., Easton, 
Pa., announced price reductions on 
model No. 700 sander-polisher and 
model No. 800 sabre saw. 

The sander-polisher now has a 
retail price of $13.48, and the sabre 
saw $14.95. 

* * * 

Weller has also announced a spe- 
cial offer for hardware dealers on 
a clock-power sander combination. 

Dealers who buy the 15 x 15 in. 
electric clock with easy to read il- 
luminated face for $13.48, will re- 
ceive one Weller power sander free. 
Sale of the sander at the list price 
of $13.48 will return the dealer’s 
original purchase price. 


Week-end painter kit 
increases paint sales 


Building paint sales in the week- 
end painter market is the aim of a 
new promotion kit available from 
Sprayit Div. of Thomas Industries 
Inc., Louisville, Ky. 

The kit contains two four-color 
window streamers stressing the 
themes “paint your house this 
week-end” and “do a week of paint- 
ing in a week-end.” 

Also included is a booklet cover- 
ing the market with merchandising 
ideas for stocking, displaying, and 
selling more paint in this area. 

The complete kit is free with any 
Sprayit order. 


Hamilton Cosco offers 
new Ad-maker work book 


Hamilton Cosco, Inc., Columbus, 
Ind., is offering an Ad-Maker work 
book featuring the advertisements 
available under its co-op ad pro- 
gram. 

The book contains 24-pages of 
advertising art, including captions 





and text suggestions, as well as the 
elements for a dealer to make up 
his own ads or include a Cosco 
product in a store wide merchan- 
dise ad. 

Dealers who sign a Cosco co-op 
advertising agreement are entitled 
to use the work book and its con- 
tents free of charge. 


STEVENS 





Armstrong products get JA eS) } ) 
national TV promotion £ ae : 

Armstrong Cork Co., Lancaster, ri i. 

Pa., will continue to promote its | £- a” WALDEN INC. 
resilient flooring and _. building a. 
products on the company’s Circle 
Theatre television presentation in 
July, August and September. 

In addition, the coast-to-coast | THE MARK OF QUALITY TOOLS 
commercials will feature the com- | 
pany’s packaging materials and in- 
dustrial specialties in several of the 
programs. 





Stevens Walden offers you the largest 

most complete lines of all types and 
styles of wrenches — quality tools, 
popular priced for volume selling. 





April paint shipments STEVENS WALDEN, INC., Worcester, Mass. 


6 Want more facts? Circle 147, p. 53 
up 4% from a year ago 


Factory shipments of paint, var- 
nish and lacquer totaled $178.3 mil- 
lion in April. 

That’s $7.6 million, or 4 percent 
higher, than in the April a year 
ago and $29.1 million, or 20 per- 
cent more, than in March, accord- 
ing to the Dept. of Commerce. 

Paint sold to hardware and other | DON’TSHOOT! 
retail outlets totaled $113.4 million | It’s a Decoy... 
in April as compared with $103.0 
million in April a year ago, and 
$84.6 million in March. 








Stock and Sell 
The Complete Line 
of Victor Decoys 


Ay 


No. D-10. Victor Majestic Standard. 
Life-size Tenite Plastic. Seven species. 


Manufacturers expand, 


move to new facilities 


Artistic Wire Products Co., Taft- 
ville, Conn., has moved to a new 
260,000 sq ft plant on Norwich 
Ave., Taftville, Conn. 

Auth Electric Co., Long Island 
City, N. Y., has opened a new dis- 
trict office at 429 S. Western Ave., 
Los Angeles, Calif. 

Pittsburgh Plate Glass Co., 
Pittsburgh, will add a new wing to 
the paint and brush division’s re- 
search and development center at 
Springdale, Pa. The new unit will 
contain 18,000 sq ft of floor space. 

Wittek Mfg. Co. has expanded its 
offices and plant at 4305-43 W. 24th 
Place, Chicago. 


Wait ’til you and your customers see the new 
No. D-2 Victor Premier duck decoy. It’s 
been completely redesigned with a higher 
silhouette and modern broad-body realism. 
The Victor D-2 has always been popular and 
this year it should really lead the sales 
parade. Made of molded fiber; pre-balanced 
and waterproof. Mallard has head and wings 
rane with iridescent int. Six species: 
allard, Black Duck, Pintail, Red Head, 

Canvasback, Blue Bill. 
No. D-3 Victor Magnum. Slightly 


No. D-95. Victor Majestic Long-Life. 
Polyethylene Plastic. Three species. 


No. D-5 Victor Canada Goose. Authen- 
tic molded fiber decoy. Upright and 


feeder type heads. Also w Goose and — you ebay age — 

Bive Goose. Stock Early— Order from Your Wholesaler 
Also: Ne. B12 Vicor Deluxe Conodo 1 ANIMAL TRAP COMPANY OF AMERICA 
be ee ee ee Lititz, Pa. © Pascagoula, Miss. ¢ Niagara Falls, Ontarie 
Want more facts? Circle 148, p. 53 
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News About Dealers: Peoples’ 18th Store 
Open in Metropolitan Bethesda, Md., Area 


Bethesda, Md. — PEOPLES 
HARDWARE Co. has opened 
its 18th super store in this 
metropolitan area. This one 
is in the Westwood Shopping 
Center between River Rd. 
and Massachusetts Ave. The 


new store has 6200 sq ft of 
floor space, ultra modern dis- 
play fixtures and parking 
space for 1100 cars. Peoples 
is also set to open its largest 
store (8300 sq ft) in Spring- 
field, Va. about Oct. 1. 





A. W. COULTER 


LYLE M. REEKER 


A. W. Coulter Retires, 
Gates Appoints Reeker 


A. W. Coulter, industrial 
department salesman for 
Gates Hardware & Supply 
Co., Tulsa, Okla., has re- 
tired after 35 years in the 
field. He will continue to live 
in Tulsa. 

Lyle M. Reeker replaces 
Mr. Coulter in the industrial 
department. Mr. Reeker, who 
joined Gates in April, has 
been associated with Hart 
Industrial Supply, Atlas In- 
strument Co., and Convair. 


Shelby Supply Co. Buys 
Foster - Thornburg Corp. 


Shelby Supply Co., Shelby, 
N. C., has purchased Foster- 
Thornburg Hardware Corp., 
Huntingdon, W. Va. Both 
firms are industrial supply 
distributors. 


Foster-Thornburg will con- 
tinue to serve the same mar- 
ket under the same name 
and policies. In addition to 
industrial supplies, the firm 
will distribute furniture, 
toys and housewares. New 
lines will be added. 


Pretty Products Elects 
J. J. Gerlach President 


John J. Gerlach, formerly 
secretary, has been elected 
president of Pretty Prod- 
ucts, Inc., Coshocton, Ohio. 
Mr. Gerlach has been a 
board member since 1949. 


Pretty Products’ elected 
J. B. Clift executive vice- 
president and general man- 
ager. C. E. Gildow has been 
named general sales mana- 
ger. 


Ruxlow Joins Oklahoma 
To Head Catalog Dept. 


William B. Ruxlow has 
joined Oklahoma Hardware 
Co., Oklahoma City, Okla. 
wholesaler. He will be re- 
sponsible for the catalog de- 
partment. 

Mr. Ruxlow is former ex- 
ecutive vice-president of the 
Oklahoma Hardware & Im- 
plement Assn. 
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JOHN T. SAMUEL 


Small Co. Appoints 
Samuel Sales Manager 


P. A. & S. Small Co., 
York, Pa., wholesaler, has 
appointed John T. Samuel 
sales manager of the hard- 
ware department. In addi- 
tion to his responsibilities 
for hardware sales, Mr. 
Samuel will handle expan- 
sion of the dealer service 
program and Pro Hardware 
Program § activities with 
franchised stores. 


Mr. Samuel is a veteran 
in the hardware business 
and was sales manager for 
Wickliffe Wholesale, Youngs- 
town, Ohio, wholesaler. 


Bigelow & Dowse Co. 
Adds Two New Divisions 


Bigelow & Dowse Co., 
Needham Heights, Mass., 
wholesaler, has added two 
new divisions —a plumbing 
department and a home heat- 
ing and air conditioning de- 
partment. 

This is the first time the 
firm has had a_ separate 
plumbing department. The 
home heating and air condi- 
tioning division marks the 
firm’s re-enty into the field. 
The department will be 
headed by sales manager 
Charles O’Brien, formerly 
with Armstrong Furnace Co. 


Atlantic City Meeting 
To Start on Oct. 16 


The Atlantic City conven- 
tion will be held Oct. 16-19. 
Hotel Dennis will be the 
headquarters hotel. 

This is the annual meeting 
of the National Wholesale 
Hardware Assn., the semi- 
annual convention of the 
American Hardware Manu- 
facturers Assn., and the an- 
nual meeting of the National 
Assn. of Sheet Metal Dis- 
tributors. 





New England Iron & Hardware Assn. Elects 


Ryan, Jr., President, Simons Vice-President 


William T. Ryan, Jr., Cut- 
ter, Wood & Sanderson Co., 
was elected president of the 
New England Iron & Hard- 
ware Assn. at its annual 
meeting held in June. 

Sidney J. Simons, S. 
Simons Hardware Co., has 
been elected vice-president. 
Henry J. Lamb was re-elect- 
ed secretary-treasurer. 

Directors are Peter Bass, 
Bigelow & Dowse Co.; F. 
Turner Blake, Jr., George 
F. Blake, Inc.; William H. 
Bowe, Jr., Herrick Co.; 
Charles F. Bragg, 2nd, N. H. 
Bragg & Sons; M. Parker 


Butts, Butts & Ordway Co.; 
Allan H. Chase, Chase, 
Parker & Co., Inc.; William 
T. Cleveland, Emery-Water- 
house Co.; James F. Dona- 
hue, Chandler & Farquhar 
Co.; Gordon W. Farr, Deca- 
tur & Hopkins Co.; Robert 
J. Pugsley, Hall & Knight 
Hardware Co.; Robert H. 
Russell, J. Russell & Co., 
Inc.; Mr. Ryan; Mr. Simons; 
Edmund L. Walker, Ed- 
wards & Walker Co.; Alex- 
ander R. Walsh, Barker- 
Chadsey Co.; Leroy B. Wat- 
rous, Brierly, Lombard & 
Co., Inc. 
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Edw. K. Tryon Co. Offers Dealers Ad Program 


CHARLES W. ALLEN, JR. 


Belknap Elects Allen, 
Hirsbrunner and Baker 


Belknap Hardware & Mfg. 
Co., Louisville, Ky., has 
elected three men to higher 
posts. 

Charles W. Allen, Jr., for- 
merly assistant treasurer, 
has been elected vice-presi- 
dent. He joined Belknap as 
an order clerk in 1937. Mr. 
Allen became a director of 
the firm in 1950. 

John R. Baker and Ed- 


(Continued on page 98) 


EDWARD W. HIRSBRUNNER 


JOHN R. BAKER 





Architectural Hardware Institute Graduates 


170 in Four Categories in This Year’s Class 


A banquet and presenta- 
tion of certificates to 170 
students marked the closing 
of the 6th Annual Architec- 
tural Hardware Institute on 
June 17. Classes were held 
at Ohio State University 
from June 12 to 17. 

Of the students who suc- 
cessfully completed the 
week’s classes, 53 were in 
the basic course, 63 were in 
the intermediate course, 41 
were in the advanced group, 
and 13 were in the newly 
added management course. 
(See HA, April 7, p. 162.) 

The Architectural Hard- 
ware Institute is sponsored 
by the American Society of 
Architectural Hardware Con- 
sultants. Dr. William B. 
Logan, director of distribu- 

(Continued on page 100) 
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To Build Traffic, Sales Throughout The Year 


A dealer advertising pro- 
gram, designed to help stores 
increase traffic and _ sales, 
has been introduced by Edw. 
K. Tryon Co., Philadelphia 
wholesaler. 


The plan features a com- 
plete 52-week advertising 
program especially devel- 
oped for independent deal- 
ers. Stores will be supplied 
with all trim kits, ad mats, 
ete., needed to carry out the 
promotions. 

The program consists of 
three main elements. The 
first is a series of four con- 
sumer broadsides planned to 
capitalize on seasonal sales 
opportunities. A second fea- 
ture is a weekly special for 
use in between the four sea- 
sonal mailings. 

The third element is par- 
ticipation in a Saturday 
Evening Post advertisement. 
This ad will run in copies of 
the Post circulated in the 
Tryon marketing area, and 
will include listings of deal- 
ers participating in the pro- 
gram. 


Tryon will also supply 
merchandising assistance for 
special occasions, such as 
anniversary sales, opening 
events, etc. 

The purpose of the pro- 
gram, according to E. E. 
Chandlee, Jr., of Tryon, is 
to provide independent deal- 
ers with professional adver- 
tising and merchandising as- 
sistance that is the equal to 
that available to chains and 
other competitors. 

Guidance in the selection 
of items featured in the va- 
rious promotions will be 
supplied by a dealer advisory 
group. Participation in the 
program will be limited to 
one dealer in each store’s 
market area. 

The program was devel- 
oped in cooperation with the 
James A. Stewart Co., Car- 
negie, Pa., specialist in re- 
tail advertising. Several 
other wholesalers, in non- 
competing areas, are offer- 
ing a similar program to 
their dealers, under the 
guidance of the Stewart 
firm. 
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Students and instructors during graduation exercises of the 1960 Architectural Hardware Institute, 
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Are you getting your share 
ot the hallcock business? 



































You’re not unless you are continually promoting 
better toilet performance. 


The old adage—Out of sight, out of mind—per- 
fectly describes your customers’ attitude about 
ballcocks and other tank trim. ‘To combat this, 
explain the many practical advantages of re- 
placement such as water savings and quieter, 
trouble-free operation. In most cases, you can 
show how a new Mansfield ballcock can actually 
save more than it costs. 


ee 
09 BALLCOCK... GR 


premium performance 
at economy price 


Low in cost, the 09 is your 
best buy in a ballcock. Out- 
standing features include life- 
time nylon valve seat, neoprene 
plunger seat, compound lever 
action and positive closure at 
all pressures. Durable red brass 
and copper construction. 


Mansfeld 1 
422 SHANK EXTENDER 


eliminates need for 
repair shank ballcocks 


Extends 1%4’’ shank of a standard ballcock an 
extra 1”’ or the equivalent of a 2*%4’’ repair shank. 
Small enough to permit carrying several in every 
tool box. Permits immediate repairs on jobs that 
formerly required a second trip for materials. 

















For full facts about Mansfield’s complete brass 
line, write for bulletin LL-9479. 


A-1397A 


a 


Af: > 
Mansfield ag MANSFIELD Sanitary, inc. 


enass : Perrysville, Ohio 
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News of the Trade 


brief reports of 


MANUFACTURERS SALESMEN 


@ Millers Falls Co., Greenfield, Mass.—David Van Valken- 
burg, Jr. to eastern Virginia and eastern North Carolina 
out of Atlanta, Ga. headquarters; Morgan Coleman Hamby 
to northeastern Florida, southern Georgia and eastern 
South Carolina from headquarters in Atlanta; Richard H. 
Reid from Smith Bros. Hardware Co., Columbus, Ohio, to 
Ohio and western Pennsylvania. He is a former hardware 
dealer. 


@ Stanley Electric Tools, Div. Stanley Works, New Britain, 
Conn.—Three new regional managers have been named: 
Clarence C. Wheeler from eastern New England repre- 
sentative to northeast manager; John M. Beyers from 
Rocky Mountain representative to western manager; Rob- 
ert W. Brandt from district manager of north Texas to 
east central manager. 


@ Russell, Burdsall & Ward Bolt and Nut Co., Port 
Chester, N. Y.—John R. Metzger from Chicago to sales 
supervisor at the Rock Falls, Ill., plant. Howard A. 
Collins, formerly in sales with Buffalo Bolt Co., North 
Tonawanda, N. Y., to the Chicago sales office. 


@ Wear-Ever Aluminum, Inc., New Kensington, Pa.— 
Dale D. Stephan from housewares salesman in Pittsburgh 
district to Philadelphia district including eastern Penn- 
sylvania and parts of New Jersey. 


@ Savogran Co., Norwood, Mass.—Robert Hamner to 
district manager covering Maryland, District of Columbia, 
Virginia, North Carolina and South Carolina, from Fred- 
ericksburg, Va. 


@ Dormeyer Corp., Chicago—Thomas Hochleutner from 
sales control division to Wisconsin and the upper peninsula 
of Michigan for appliances, pool tools and garden tools 
from headquarters in Milwaukee; Carl Kiefer from Wis- 
consin and Michigan to Midwest regional sales manager. 


@ Washburn Co., Worcester, Mass.—Edwin H. Haw to 


_ the newly-created territory in Iowa, most of Nebraska, 
| southeastern South Dakota and northwestern Illinois from 
_ headquarters in Des Moines. 


@ OMC Engines and Equipment Div., Outboard Marine 
Corp., Waukegan, Ill—Edward A. Luczak from Allis- 
Chalmers, Deerfield, Ill., to sales engineer. 


@ Valspar Corp., Ardmore, Pa.—Paul F. Loup to southern 
district sales manager. 





FourMen Have 176 Years atSchlatterHardware 


ERLE L BAL RIM BAD Bethe BNE GIA he 





Jacob Petzold (second from left) has started his second 50 years 
at Schlatter Hardware Co., Fort Wayne, Ind., wholesaler. Shown 
here with him as he starts his 5ist year are other long-time em- 
ployees whose combined service equals 176 years (from left): Albert 
Trier, vice-president, 41 years; Mr. Petzold; Clarence Seelig, as- 
sistant secretary-treasurer, 43 years; and Don Hadley, paint de- 
partment manager, 42 years. Mr. Petzold drove a horse and wagon 
for his first two years, then graduated to a Model T Ford, and has 
been driving trucks for the firm ever since. 








LLOYD STORIE 


Vichek Tool Advances 
Two Key Executives 


Lloyd Storie has been ap- 
pointed executive vice-presi- 
dent of Vichek Tool Co., 
‘Cleveland, Ohio. His re- 
sponsibilities emphasize mar- 
keting. 

Ed Krall has been ap- 
pointed vice-president and 
general sales manager. He 
has been sales manager at 
Vichek for 27 years. 


W. S. Wutzer Named 


William S. Wutzer has 
been appointed to the out- 
side sales force of Sanson & 
Rowland, Inc., Philadelphia. 
He had been on an inside 
sales desk. His new assign- 
ment is to cover part of 
Philadelphia and some out- 
of-city districts. 


News of the Trade 


ED KRALL 








Dates Announced For 


Wholesalers’ Shows 


Peden Iron & Steel 
Co., Houston, Mer- 
chandise Exhibit for 
Dealers, Aug. 21, 22, 
at Rice Hotel, Houston. 

Albany Hardware & 
Iron Co., Albany, 
ae ae 
Room, July 18 to Dec. 
24, Broadway & Arch 
St., Albany 1, N. Y. 
Also, display of gift- 
wares, housewares, 
traffic appliances, cam- 
eras and photographic 
supplies. 


Dates of other wholesalers’ 
shows and conventions an- 
nuunced previously are shown 
in the Convention Calendar 
beginning on page 82. 
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PRICE NEWS FROM THE : NEW IDEA LINE | OF GENERAL ELECTRIC 


3 NEW INSTANT ‘ 
HEATERS...FROM $42 


They’re part of a complete line of eight great 
feature-packed General Electric heaters—priced 
from a Low-Low $14.95* to $44.95*. One for every 
customer’s need—and every pocket. Handsome, 
new cabinet styling blends happily into any décor. 
Rugged! Dependable! Your customers know and 
trust General Electric quality. General Electric’s 
One Year Written Warranty protects them and 
you! General Electric Co., Automatic Blanket & 
Fan Department, Bridgeport 2, Connecticut. 


SEE YOUR DISTRIBUTOR FOR MONEY-MAKING DEALS! 








news in brief of 


MANUFACTURERS AGENTS | 


@ Hampden Specialty Products Corp., Easthampton, | : +" ~ Mer a) Moodie 


Mass.—Michigan and Toledo, Ohio, to Kowalski & LeDuc | > , | ag 
Associates, Detroit; Georgia, Alabama and Tennessee to New! The H-11. Instant radiant heat (1320 watts). 
Safety Tip-Over Switch. Protective Grille. Large 


Bob Welsh & Co., Atlanta; Florida to Leuck Sales, Panama 
‘City; Eastern Canada to Charles McPherson Associates, parabolic reflector. Easily portable. Only $14.95* 


Montreal. 





@ Chicago Spring Hinge Co., Chicago—Eastern Florida, 
Georgia, North Carolina, South Carolina, eastern Ten- 
nessee, and Bristol, Va. to Sebastian-Vickery Associates, 
Orlando, Fla. 


@ Krylon, Inc., Norristown, Pa—New York state includ- 
ing New York City to John D. Smith. Mr. Smith has 
been Krylon’s midwest district sales manager for the past 
three years. 


@ Mac S. Krasnow & Associates, Los Angeles — This | 
agency has added New Mexico and El Paso, Tex. to its | 
territory which includes Arizona, Nevada and Hawaii. 


@ Gries Reproducer Corp., New Rochelle, N. Y.—Colorado, 
Wyoming, Utah, and New Mexico plus El Paso, Tex. to 
Archibald and Millie, Denver. 


@ Jacobs & Stabile, has moved its Dallas office to the 
Dallas Trade Mart, Space 1616, 2100 Stemmons Freeway. 


@ Reed & Prince Mfg. Co.—Virginia, North Carolina, 
Georgia and Florida to Gene Caldwell, Greensboro, N. C. 


New! The H-10. (1320 watts). 
Automatic thermostat. Radi- 
ant and fan-forced heat. Tip- 
Over Switch. Only $22.95*. 


* Manufacturer's suggested retail prices 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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New! The H-8. Radiant 
heat (1320 watts). Automatic 
thermostat — (Also H-9, 1650 
watts). Only $29.95*. 











Central States Club 
Holds 22nd Golf Party 


Central States Hardware 
Club held its 22nd annual 
golf party on June 24 at 
Mount Prospect Country 
Club, Mount Prospect, III. 
About 140 attended and 86 
played golf, according to 
Ben Leve, secretary-treas- 
urer. 

Golfing prize winners 
were: John F. Ansink, man- 
ufacturers’ representative, 
first low gross; Leslie H. 
Orrell, Red Devil Tools, sec- 
ond low gross; Carl Michel- 
sen, Rust-Oleum Corp., third 
low gross. 


Other Gene 


winners: 
Tarabilda, Greenlee Too! 
Co., first low net; E. W. 
Chapman, 8S. G. Taylor 
Chain Co., Inc., second low 
net; Samuel Spector, Stand- 
ard Wholesale Hardware of 
Chicago, third low net. 


Lawn Mower Institute 
To Broaden Scope 


A broadening of the activ- 
ities of the Lawn Mower In- 
stitute, to cover a wide va- 


riety of outdoor power equip- 
ment, is being considered by 
the group. 

A proposal to widen the 
scope of the Institute to in- 
clude such equipment as 
tillers, garden tractors, snow 
blowers and related equip- 
ment, was presented to the 
membership at the recent an- 
nual meeting (see HA, June 
30, p. 107). 

The proposal has been ap- 
proved and steps are being 
taken to formalize the 
change. It will be some time 
yet before all the details 
connected with the change 
can be processed. 

It is expected that the 
name of the Institute will 
eventually be changed to in- 
clude reference in some man- 
ner to outdoor (or garden) 
power equipment. 


Schick Elects Light 


Gerald Light has been 
elected to the newly-created 
post of vice-president of 
marketing at Schick Inc. He 
was vice-president of Mc- 
Cann-Erickson, Inc., adver- 
tising agency. 





News of the Trade 


Phillips of Corpus Christi Gets Award 


at | } 








a 


W. R. Phillips (right) of Corpus Christi Hardware, Corpus Christi, 
Tex. wholesaler, has received the Distinguished Salesman's Award 
in a contest sponsored by the Corpus Christi Executives Club. He 
has been with the wholesaler for 32 years. Joe F. Wood (left) 
president of the wholesale firm, is shown making the presentation 
at a banquet. Mrs. Phillips looks on during the ceremony. 





Belknap Elects Allen, of the southern division, 
Hirsbrunner and Baker joined Belknap as an order 


clerk in 1946. 
(Continued from page 95) Mr. Hirsbrunner, builders’ 


hardware buyer, came _ to 
Belknap in 1923 as an as- 
sistant in the printing de- 
partment. 


ward W. Hirsbrunner 
elected to the board. 
Mr. Baker, sales director 


were 
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MARSHALLTOWN 
i> TROWELS 


MARSHALLTOWN TROWEL COMPANY «+ MARSHALLTOWN, IOWA 
Want more facts? Circle 153, p. 53 
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NEW BLENDS EASY * NEVER BECOMES HARD 
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T B Snow White plastic in a tu 
IDEAS rte PROVEN FOR 

Start a profitable Rental Business. 12 p. reprint 


PERMANENT USE 
tells what to rent, how to set charges, customer LL i£ THRU TH £ CAST IOV: EARS 
agreements, bookkeeping forms, and other in- 
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' a . 
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for your copy. ne re 
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Chestnut & 56th Sts., Philadelphia 39, Pa. 1148728: 5868 PLUMER ST. DETROIT 9, MICH 
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HERE’S A SPRAY PAINT FOR THE FIRST TIME 
SELLING AID INDUSTRY 
TO a ANG a giant replica of the Plasti-Kote 


can that comes filled with every 


_ = i selling aid you need to build 

; fs : 
YOUR of 1 oe § ° profitable spray paint volume 
TT em and, on top of that, becomes a 
spectacular counter or window 
display (you can even hang it 
from the rafters). Use this cou- 

pon now. 


4 Send for Yours Today! 


Plasti-Kote, Inc., Dept. AK 4 
§ 9801 Harvard Avenue, Cleveland 5, Ohio J 


B Gentlemen: Ship me your giant new advertising 1 
3 6 kit for promoting spray paint sales. 











i NAME 








p 
fg COMPANY 


E > § ADDRESS 


— ff 3 sii a ane ae , : 
a » eS * v. ne , ’ » >. ~ a 
ra ‘4 : : beg - i CITY. ZONE__STATE___ 
> ‘ : oe ate ’ 


Want more facts? Circle 156, p. 53 


“ 
— 





ary. 
Se 


a 
Roe 








HARDWARE AGE, July 14, 1960 « 99 








Ace Hardware Sponsors 
Convention-Exhibit 


Almost 1700 dealers and 
manufacturers registered for 
the three-day Ace Hard- 
ware Corp. convention and 
exhibit held in the main Ex- 
hibit Hall of Chicago’s Pal- 
mer House. 


Sixty manufacturers 
maintained booths. Ace 
honored 28 stores that pur- 
chased $200,000 worth of 
merchandise in the first five 
months of 1960. Ace’s pur- 
chasing department intro- 
duced many new items that 
should be fast sellers dur- 
ing fall and Christmas. 
Thirty-six more stores were 
affiliated this year. 


. a aa 


News of the Trade 





P. RRA RS 


Sixty manufacturers set up booths for more than 1600 persons attending the Ace Hardware Corp. con- 
vention and exhibit in Chicago's Palmer House recently. Heavy sales were reported. 





Gamble-Skogmo Sells 
Western Auto Stock 


Gamble-Skogmo, Inc., Min- 
neapolis wholesaler, has sold 
its stock in Western Auto 
Supply Co., Kansas City, to 
Beneficial Finance Co. 

Gamble’s holdings in the 
sale, which includes family 
and personal holdings plus 
common shares held by Gam- 
ble-Skogmo Profit Sharing 
, Trust, involved over $50 mil- 
‘lion and was 41.8 per cent 
of the outstanding Western 
Auto stock. 


Hardware Institute 
Has 170 Graduates 


(Continued from page 95) 
tive education, Ohio State 
University, was director of 
the Institute. George P. Mer- 
rill, executive director of the 
Society, was coordinator. 

THE HARDWARE AGE 
“Builders’ Hardware Hand- 
book,” by A. H. Brownell, 


was the official textbook for 
the basic course of the In- 
stitute. There were 70 copies 
in use during the session. 

The students represented 
32 states, District of Colum- 
bia, and five provinces of 
Canada. One student from 
Honolulu received a special 
award for traveling the far- 
thest distance. There were 
132 students from distribut- 
ing firms, 30 from manufac- 
turers, 6 manutacturers’ rep- 
resentatives, and 2 govern- 
ment employees from the 
General Services Adminis- 
tration. 

The 7th Annual Institute 
will be held June 11-17, 1961. 


Dearborn Buys Sequoia 


Dearborn Stove Co., Dal- 
las, has purchased the 
Sequoia Mfg. Co., San Car- 
los, Calif., a residential and 
commercial gas fired central 
heating plant manufacturer. 
Sequoia will operate as a 
subsidiary. 





Power Mower Safety Standards Are Approved 


Safety standards for power 
lawn mower design have 
been approved by the Amer- 
ican Standards Assn. 

The standards were pro- 
posed by the Lawn Mower 
Institute, following five 
years’ study of this problem 
(See HA, June 30, p. 107). 

The purpose of the stand- 
ards is to minimize the haz- 
ards encountered in operat- 
ing rotary power mowers as 
much as possible from a de- 
sign viewpoint. 
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Use of these standards is 
voluntary. Various methods 
of certifying compliance 
with the standards have been 
discussed, but no formal pro- 
posals have been made. 

Copies of the standards 
will be available after July 
29 from either the American 
Standards Assn., 10 E. 40th 
St., New York, or from the 
Lawn Mower Institute, Mills 
Bldg., Washington, D. C. 
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Daniel A. Cummings 


Daniel A. Cummings, vice- 
president of the Vichek Tool 
Co., Cleveland, died sudden- 





Simeon R. Dietrich Gets 
Worthington Service Pin 


Simeon R. Dietrich, 
founder and former presi- 
dent of Schaberg-Dietrich 
Hardware Co., Lansing, 
Mich., subsidiary of the Geo. 
Worthington Co., has been 
awarded a service pin by the 
parent organization. 

Mr. Dietrich’s award com- 
memorates 30 years of ser- 
vice. Similar pins were 
awarded 17 other Schaberg- 
Dietrich employees for 10 to 
30 years of service at a re- 
cent meeting in Cleveland. 





yy 
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Mr. Dietrich (center) receives his 30-year pin from N. 


ly June 2. Mr. Cummings 
had been with the firm for 
42 years and was elected a 
vice-president early this 
year. 


Arthur J. Kelly 


Arthur J. Kelly, 46, an 
employe of the Schiller 
Hardware Co., died June 1 
at his home in Louisville, 
Ky. 


James A. Labadie 


James A. Labadie, 75, re- 
tired hardware store dealer, 
died May 31 in a Tampa, 
Fla. hospital. 


John B. Cody 


John B. Cody, 58, operator 
of Cody’s Hardware, died 
May 29 in San Jose, Calif. 





F. Luekens, 


president of Geo. Worthington, as Mrs. Dietrich looks on. 








Franke & Co. In 100th 
Year of Wholesaling 


C. D. Franke & Co., 
Charleston, S. C., has been 
in the hardware business 
100 years. This event was 
celebrated in June, when 
seven directors were elected. 

The directors are: C. Ed- 
win Roberts, Louis A. Sten- 
der, Oscar W. Johnson, Karl 
J. Lesemann, John D. Cap- 
pelmann, John J. Murray 
and Daniel B. Vincent. 

Franke & Co. got into the 
hardware business in 18606 
by making buggies and car- 
riages. The firm made gun 
carriages for the Confeder- 
ate Army during the War 


Between the States. 

Automotive accessories be- 
came a large part of 
Franke’s business as auto 
manufacture became impor- 
tant. Other lines were added 
as the firm began to cover 
more of the Southeastern 
states. 

When founder C. D. 
Franke died, he was _ suc- 
ceeded by a nephew, Emil 
Jahnz. Mr. Jahnz served as 
the firm’s president from 
the time of its incorporation 
in 1912 through 1921. He 
was then succeeded by Julius 
Jannz. Julius Jahnz died in 
1928, and was succeeded by 
his son, Julius, Jr. 


The younger Mr. Jahnz 


News of the Trade 





died in 1947. E. Julius Cap- 
pelmann was his successor. 
Mr. Cappelmann died in 
1950. 

Present officers 
Roberts, president; Mr. 
Stender, vice-president and 
general manager; Mr. John- 
son, secretary and treasurer; 
and Mr. Lesemann, assistant 
secretary and treasurer. 


are Mr. 


Award to Wholesaler 


Geo. Worthington Co., 
Cleveland, the Ekco Prod- 
ucts Century Club award. 
Membership is based on the 
purchase of $100,000 or 
more of Ekco housewares in 
one year. 


Hardware-Housewares 
Fair At New York 


The fifth annual Hard- 
ware-Housewares Fair will 
be held at the Barbizon- 
Plaza Hotel, New York City, 
Oct. 9-14. 

More than 8000 buyers are 
expected to view the wares 
of domestic hardlines’ man- 
ufacturers, along with im- 
ported hardgoods from many 
foreign courtries. 

Show hours are 11 a.m.- 
10 p.m. on Oct. 9 (Sunday); 
11 am.-8 p.m. on Monday 
and Tuesday; 11 a.m.-6 p.m., 
on Wednesday; 11 a.m.-8 
p.m., Thursday; and 11 a.m.- 
2 p.m. on Friday. 





HA 


Photo Angles 


A report in pictures 
of events in the trade 


Promotional plans for Liberty Distributors new Trustworthy '/4-in. electric drill were 
outlined at a recent meeting of Liberty Executives in Chicago. Shown with a 4 x 6 # 
artist's sketch of the new design, are representatives of the 26 Liberty Distributors who 


will be distributing this tool. 


Salesmen of the Hodgman Rubber Co., Framingham, Mass., attended the firm's biennial meeting to discuss new items, improvements 
in the line and new selling and merchandising techniques. Herbert Bremner, president, addressed the group meeting at Snow Inn, 
in Harwichport, Mass. Shown, first row, left to right: Sherman B. Daniels, Melvin B. Summerfield, Art Graham, Harold Gehr, Lans 
Williams, Frank Feil, Milt Skrivseth and Joe Edison. Second row: Tom Newell, Jr., Al Eminger, Bill Squier, Janet Morresy, Mr. Bremner, 
Weare Howlett, Dick Fraser, sales manager; W. E. Van Tassel, Tom Tolar and Tom Newell. Third row: Irv Bentley, Larry Toole, Ed 
Conniff, Roger Rand and Sid Plostock. 
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Hodgman Rubber Co. 
1960 Sales Conference 
Cape Cod 





Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 
Set solid, maximum 50 words 
Each additional word 
Positions Wanted 
Special Rate) set solid, maximum 
words 
Each additional word 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not eccepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be torwarded toe box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 

Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED ACCOUNTS WANTED 





Manufacturer's Representatives 


Long established manufacturer of a com- 
plete line of power lawn equipment (rota- 
ries, reels, tillers, snow throwers, chain saw, 
edger trimmer) has the following states 
open: Ohio, Indiana, Michigan, Wisconsin, 
Minnesota, North Dakota, South Dakota, 
Nebraska, lowa and Kansas. Well known 
brand. National distribution, primarily 
through hardware wholesalers. Most of our 
representatives have been with us for more 
than fifteen years. Give complete informa- 
tion in first letter: territory covered, number 
of years calling on wholesalers, lines and 
companies now representing, number of men 
in your organization, etc. 


Box F-52, c/o HARDWARE AGE 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 





MANUFACTURERS REPRESENTATIVE 


or salesman calling on hardware dealers. Fine 
line Solingen cutlery at sensible prices. Pro- 
tected territory. Commissionable. State age 
and other lines carried. 


BONZER, INC. 
P.O. Box 5902, Jacksonville 7, Florida 














REPRESENTATIVES WANTED—ESTAB. 
LISHED MANUFACTURER has__ territories 
open for representatives who call on hardware. 
garden farm supply, electrical and photo supply 
houses. Opportunity for steady high volume 
business. Please state references, territory cov- 
ered, and lines handled. Box F-33, c/o Harp- 


as Ree Chestnut & 56th Sts., Philadelphia 


——— 





SALESMAN TO TRAVEL TERRITORY 
Pennsylvania, Maryland, New Jersey and Wash- 
ington, D. C. ardware experience required. 
Salary and quarterly bonus. end resume and 
reference to Box F-29, c/o Harpware AcE. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





REPRESENTATIVES WANTED FOR 
WHOLESALE and retail accounts to sell 
ented Utility and Self Locking Rope 
Commissions high and steady. 
two items that are new, different and highly 
saleable. An ideal extra for established reps. 
For details write Handell Hook Company, 8811 
Garfield Blvd., Cleveland 25, Ohio. 


Not a line but 





REPRESENTATIVE WANTED TO SELL 
DIRECT to large users, retail or jobber level, 
plastic pipe, fittings and clamps, vinyl and mother 
of pearl covered closet seats. All types Industrial 
hose including hose for automatic washers. Box 
C-30, c/o Harpware Acer, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





MANUFACTURER’S REPRESENTATIVE 
WANTED. Nationally known masonry drill 
manufacturer needs at wholesale level in Mid- 
west, Southwest, and far-West. Complete line 
of carbide-tipped masonry drills. Complete cus- 
tomer acceptance and extensive advertising pro- 
gram to back you up. Box G-10, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 
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REPRESENTATIVES WANTED 


EXCELLENT LINE for sales representa- 
tives calling on the retail trade in hard- 
ware, department, variety and chain stores. 
Item has excellent repeat business! Good 
commissions. Write, giving territory and 


background. 
MIDWEST PLASTICS INCORPORATED. 
St. Paul 6, Minn. 


208 Bates Avenue 


ACCOUNTS WANTED 


We are manufacturers of a line of sheet 
metal specialty items and Manufactur- 
er’s Representatives presently selling 
Wholesale Distributors of Sheet Metal, 
Heating, Hardware, Air Conditioning, 
Lumber, Industrial and Mill supplies. 
Presently selling in Illinois and sur- 
rounding states from our own central 
warehouse point. Full facilities to rep- 
resent you or, if you do not have a dis- 
tributor arrangement, can we reduce 
your overhead and better the avail- 
ability of your product by performing 
any stocking or service aid for you? 
Please reply by mail only. 


PROFIT PRODUCTS CORPORATION 


104 E. ST. CHARLES ROAD 
LOMBARD, ILLINOIS 











NATIONAL MANUFACTURER 


of good quality, competitively priced paint 
brushes, has several protected territories 
available. Top commission, all shipments 
prepaid. Splendid opportunity for the right 
men. State full particulars in first letter. 


Bex F-57, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








Manufacturer's Representatives 


Calling on hardware jobbers to 


handle 

Large repeat per- 
displays, etc. Advise 
lines carried. 


Box F-60, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


established product. 
centages. 
territories covered, 


In-store 











REPRESENTATIVE WANTED. Some choice 
territories open for representatives calling on 
hardware trade to carry complete line of too] 
handles such as Axe, Pick, Sledge, Hammer, 
Shovel, Hoe, Rake handles and many other types 
of wood turnings. Liberal commission. Box G-14, 
c/o Hardware Age, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





TOP MANUFACTURER OF AEROSOL 
PRODUCTS is seeki aggressive sales organi- 
zations selling to Hardware and Garden Trade 
at wholesale level only. Several territories will 
be available for the 1961 selling season. We 
will be at the National Housewares Show in 
Atlantic City. Box G-12, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





MANUFACTURERS REPRESENTATIVES 
WANTED BY established manufacturer of bath- 
room medicine cabinets. Quality cabinets at com- 
petitive prices. commissions. State of 
Michigan and states of Washington and Oregon 
available. Representative should call on whole- 
sale hardware, plumbing and electrical jobbers. 
State territory covered, present lines and age. 
Box G-17, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


Complete, Consistent and Conscientious Cover- 
age of Metropolitan New York and New Jersey 
to BOBROW-LEWELL Associates, 8!4 Broadway 


New York 3, New York. ORegon 4-4540 


WE GET RESULTS 











AGGRESSIVE, REPUTABLE MANUFAC- 
TURERS’ REPRESENTATIVE open for addi- 
tional Hardware, Housewares or Garden line for 
Metropolitan N. Y.-N. J. Have strong, well ¢s- 
tablished following among Hardware, Housewares 
and Garden Wholesalers, Rack jobbers, Chains 
and Catalog houses. Thorough know-how promot- 
ing, marketing lines for utmost potential. Box 
F-18. c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





WANT SALES RESULTS? We_ get them 
because we concentrate in Michigan, Ohio, Indi- 
ana. Will handle two additional lines—only 
highest grade considered. Write Box A-10, c/o 
Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 











MANUFACTURERS AGENT 12 years’ ex- 
perience now handling AMF Wheel Goods in 
Pennsylvania, Delaware, Maryland, Washington, 
D. C., Virginia and est Virginia desires one 
additional volume line. Garden Supply lines pre- 
ferred. Intensive and consistent coverage guaran- 
teed. Box , c/o Hardware AGE, 


-39 Chestnut 
& 56th Sts., Philadelphia 39, Pa. 








AGGRESSIVE MANUFACTURERS REP.- 
RESENTATIVE Covering Western  Pennsyl- 
vania and est Virginia calling on Hardware, 
Houseware Electrical jobbers, chain and pre- 
mium houses has opening for one good line. 
Box G-15, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 








ESTABLISHED MANUFACTURERS REP- 
RESENTATIVES with two men are open for 
additional Hardware, Housewares, Garden line 
and Automotive for California and Arizona. 
Concentrated persistent coverage of Hardware, 
Houseware, Garden wholesalers, rack jobber’s, 
chain’s, discount stores, and automotive. Excel- 
lent reputation in trade. Box G-11, c/o Harp- 
— Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 





ACCOUNTS WANTED POSITIONS WANTED BUSINESS OPPORTUNITIES 





ACCOUNTS WANTED 


Manufacturer’s Representative interested in 
Christmas line, also staple items for chain, 
syndicate buyers, jobbers and large retail 
outlets. Excellent following in New Jersey, 
New York City, Eastern Penna. 


Bex F-17, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








CALIFORNIA 


Long established Agency, can handle additional lines, 
in Builders Hardware, General Hardware and Lock- 
smith Supply fields. Offices in San Francisco and 
Los Angeles. Traveling four selling men. Sales to 
Wholesalers only. 


RALPH W. SULLIVAN CO. 


$0!—So. Vermont Ave., Los Angeles 5, Calif. 








REPRESENTATIVES 


Covering all phases of jobbers. Can render 
reliable aggressive service. We are national 
distributors with established actively oper- 
ating branch offices in New York, Phila- 
delphia, Detroit, Cleveland and Louisville. 
We carry the account or you can bill di- 
rect. Inquiries invited. WRITE ANCO Cor- 
poration, 7 Wood Street, Pittsburgh 22, Pa. 











MANUFACTURERS REPRESENTATIVES 
-covering the states of Mo., Kans., Iowa and 
Neb. are seeking one more good hardware or 
lawn and garden line. Will only consider line 
that has some established business where manu- 
facturer feels additional volume could be gained 
by a more concentrated effort Box G-18, c/o 
Harpware AGE, Philadel- 
phia 39, Pa. 


WwW ANTED 
DEALERS— 


Chestnut & 56th Sts., 


FOR DIRECT SALES TO 
-Work gloves, handles for hammers, 
axes, etc. For Southwest, New Mexico, Ari- 
zona, and California. Send information to G-19, 
vs a aan, See & 56th Sts., Phila- 
elphia 39, Pa. ELLENT RECOMMEN- 
DATIONS 


POSITIONS WANTED 


HARDWARE MAN WITH 28 YEARS of 
wholesale and retail experience. Ability to act in 
administrative _—, in either wholesale or re- 
tail hardware. D-17 c/o Harpware AGE. 
Chestnut & 56th Sts., Philaddlohin 39, Pa. 


TOP-FLIGHT 
MANAGEMENT MAN 


This top-flight executive, with unusually 
diversified background, is planning to 
relocate. Experience includes top man- 
agement responsibilities in manufactur- 
ing, Wholesaling and voluntary retail 
chain operations. Well qualified in Fi- 
nance, operations, sales, etc. Age 50. 
Will welcome discussion with interested 
parties. 


Box F-46, <¢/o HARDWARE AGE 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 





INVESTMENT IN BRAZIL 


WHERE INCOME TAX IS THE LOYEST IN THE 
WORLD. Hardware firm selling stock and building, 
area located in 


the 

if uninterest 

if uninterested in steck, will sell building fer 150,- 
4 plus 20% yearly value increase of real 
estate. For further ed _—— J. Lepes, P. 0. 
Bex i!, Inglewood, Californ 














WHOLESALE—RETAIL MANAGER FOR 
sive. Hard 6 years seeks association with aggres- 
sive rdware Company. East Coast only. Box 
F-25, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 








SALES MANAGER, 10 years with AAAI Na- 
tional Manufacturer Supervising 6 salesmen and 
calling on Hardware retailers and distributors, 
department stores, variety chains, mail order and 
catalogue houses. Want sales or sales manage- 
ment position Chicago area. Phone Pligrim 8- 
4199, Chicago Heights, Illinois, or write Box 
G-13, c/o HARDWARE Act, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 








YOUNG AGGRESSIVE, RETAIL HARD- 
WARE Store manager. 28 years, married, Bache- 
lor of Commerce egree, well-versed in Hard- 
ware functions and problems. Futuristic-minded. 
Position desired in Manufacturing or in Whole- 
saling. Able to handle administrative functions. 
Will consider relocation, but prefer the Metro- 
politan Chicago area. Box G-16, c/o Harpware 
Acs, Chestnut & 56th Sts., Philadelphia 39, Pa. 


BUSINESS OPPORTUNITIES 


FOR SALE HARDWARE STORE in County 
Seat Town in Central Nebraska Tri County Ir- 
rigation District. Largest and oldest location in 
town. Owner wishes to retire. Owns building. 
Long term Lease available. Will reduce stock to 
fit available Capital and will give help in getting 
established. Address C mkuh!— Hardware 
& Furniture, Minden, Nebraska. 


RETAIL HARDWARE FOR SALE 


Average cross-—$180,000. Has earned 20% 
annually on investment after partners and 
employes salaries. 5000 sq. ft. Neat Dis- 
play Area. Industrial payroll. Rapidly 
expanding. Louisiana City—Inventory and 
fixtures approximately $50,000. 


Box F-10, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











SPECIALTY JOBBERS 


Looking for an additional lucrative line? 
Tie in with Sharon's expanding market 
on our refillable Assortments. $2,000.00 
investment sets you up with a complete 
inventory and exclusive franchise with 
our full support and cooperation. 


SHARON BOLT & SCREW CO., INC. 
Endicott St., Norwood, Mass. 





chains 
Coral Associates, 65 Borrman Rd., East Haven, 
Conn. 


EXCELLENT HARDWARE LOCATION— 


St. Petersburg, Florida. New suburban shopping 
center in a fast growing area with ready market. 
A 





Some 
brochure. 


ocations still available. 
Write or call for 


few choice 
leased. 


STate 7-5907. 





EXCLUSIVE DISTRIBUTOR FRAN- 


CHISES FOR SHARON Refillable Assortments 
are open 
Columbus and Cincinnati, Ohio. 
details: 
Box 239, Norwood, Mass. 


Also 
Write us for 
Sharon Bolt & Screw Co., Inc., O. 


in Philadelphia and Delaware. 





ware, 
family business, 


RETAIL HARDWARE FOR 
plumbing, heating and 
late owner deceased. 
Miffin County, 


SALE. Hard- 
housewares. Old 
Located 


Big Valley, Pennsylvania. 


Inventory and fixtures approximately $338,000.00. 
Established Amish and 

For details, write or call 
Administratrix, 
Lee Ziegler, Attorney, Lewistown, Pennsylvania. 


ennonite farm trade. 
eanne B. Sweigart, 


Belleville, ennsylvania, or 








basic builders’ 


by Mr. Brownell, 


‘ 
wore 


234 pages 
385 illustrations 
82" x 11" clothbound 


Skillfully organized and easy to understand, this exclusive 
handbook provides the information necessary to operate a 
hardware business at a profit. Not since the 
publication of "Taking the Mystery Out of Builders’ Hard- 
in 1940, has there been made avail. 
able in one source so much practical, down-to-earth informa- 


by Adon H. Brownell, A.H.C. 


NEW—AUTHORITATIVE—COMPLETE—HARDWARE AGE 


BUILDERS HARDWARE HANDBOOK 


All the basic facts about Builders’ Hardware presented in simple, easy to understand language. 
Detailed description of functions—applications—specifications and estimating. 


« .0O 





Hardware Age, Dept. Al Please send me . . . co 
56th & Chestnut Sts. 800 
Philadelphia 39, Pa. 


ies of HARDWARE 
AGE BUILDERS’ DWARE HAND- 
K by Adon H. Brownell, A.H.C. 
| will send payment upon receipt of the 
heeled in the amount of $8.00 per copy, 
plus 45 cents handling and postage. 





tion about the builders’ hardware business. 


Recommended by 
National Builders’ Hardware Association 
and the American Society of 
Architectural Hardware Consultants 


Zone 


7 Check here if sending ponent with order, saving you the 45 cents 
handling and postage charge. 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as 
not as a part of the advertising contract. 


taken to index correctly. 


A 


American Chain & Cable Co. 
American Chain Div. 


Ampsco Corp. ....... ae 
Animal Trap Co. of America 
Atlas Tool & Mfg. Co 


Bassick Co., The 
Bethlehem Steel Co. 
Briddell, Inc., Chas. D 


Capitol Mfg. Co. 

Champion DeArment Tool Co..... 
Cleveland Mills Co. 

Columbus Plastic Products, Inc.... 
Corning Glass Works 


Consumer Products Div. ......19, 20 


Devcon Corp. 
DeWitt Products Co. 





@ convenience and 
Every care is 


No cllowance will be made for 
errors or failure to 


insert. 


Franklin Glue Co. 
Fuller Tool Co., Inc 


G 
General Electric Co. 
Auto. Blanket & Fan Dept 


General Electric Co. 
Christmas Lamp. Div. 


Goodell Co. 


ceobenies 87, 88 


Keuffel & Esser Co. 
Klein-Logan Co. 


Larson Co., Charles O 
Liberty Distributors, Inc. 
Life-Like Products, Inc. 


M 


°9 | Mansfield Sanitary, Inc. 


Marlin Firearms Co. 





Marshalltown Trowel Co. 

Master Lock Co. 

May Ma-Crepe Co., D. C....... . 
Mayes Bros. Tool Mfg. Co 
McGill Metal Products Co 
Miller Co., Inc., Robert E 
Minnesota Mining & Mfg. Co 
Molly Corp. 


National Hardware Show 
New England Lock & Hardware 


P & C Tool Co. 
Petersen Mfg. Co. 
Plasti-Kote, Inc. 


Red Jacket Mfg. Co. 
Republic Steel Corp. . 
Reynolds Metals Co. 
Rival Mfg. Co. 


Safety Plug Lock Corp 
Samson Cordage Works 





Shuford Mills, Inc. 
Star Metal Products Co 
Stevens Walden, Inc. 
Swing-A-Way Mfg. Co 


T 


Tap-A-Line Mfg. Co. 
True Temper Corp. ........-..0++: 106 


U 
Union Steel Chest Corp. 


Vv 


Vaco Products Co. 
Vichek Tool Co. 


Wallace Silversmiths 

Water Master Co. 
Wear-Ever Aluminum, inc. ... 
Wenzel Tent & Duck Co., H.. 
Western Wire Products Co 
Woodhill Chemical Co. 
Worthington Co., George 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div. 





ONCE SOLD.... 


satisfied customer 


All Steel Construction — Strongest By Test 


~ helps build your reputation 


for quality. 


A true tension buckle; 


>? sizes and 
styles 


Threads will not chew out 
the more 


pull, the more grip on threads 


See Your Jobber or Write for Literature 





CHAS. 


Sterling, 
lilinmois 


O. LARSON CO. 








* WORTH REMEMBERING! 


| the Original 
PLASTIC ALUMINUM 


The number one item in the nation’s 








number one fix-it line Fore ae 


Order from your Jobber 
THE WOODHILL CHEMICAL CO. 


as adsortised vt 
1390 East 34th Street Cleveland 14, Obie MECHANICS . 


“The mother-in-law approved line 








Want more facts? Circle 158, p. 53 








Set of 4 ina 

3-color Display 
Box, 12 Boxes 

in Carton. 








ROBERT E. MILLER & CO.., 


BAKELITE FURNITURE GLIDES 


Wonderful for all WOOD and METAL Furni- 
tare. —— Bannan | — Smoothly 


#24 New “color-full" pack- 
™™ ages for greater sales. 
All of the Glides il- 


“i lustrated are 
4 to a set, 
and easy 


compact 


packed 
for fast, 


sales. A size and style 


ma to suit every purpose. 
Stock our complete line. 


Bakelite Furniture Rests 
with universal socket. 


Ask your jobber or write 


INC., 35 Pearl St., 


Drive on type Bakelite Furniture 


Rests, with needle point nail. 


New York 4, N. Y. 


Genuine 
Rubber Cushion 
Glides 


12 cards in 
3 color 
Display box. 
4 Glides to 
a card. 

Case hard- 
ened steel. 


| en - 20m 


‘Se 








Want more facts? Circle 159, p. 53 
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ae 


GOODELL 


putty knives 
and scrapers 


* Because it’s the best cutlery 
value your customers can buy! 


vsn 
“1-€E 


T3348 QINIGIVH 
05> 3930005 


Small town manufacturing costs, New England 

craftsmanship, plus the most modern machinery 
. add up to more PROFIT for you. 

Check Goodell quality , , , you won't find better 

values anywhere. 


Complete range of List Prices 
Putty Knives 15c - $1.00 
Scrapers 19c - $2.00 





We sell the World’ Finest! 
C-33 ASSORTMENT aT KMIVESE SCRAPERS 


nm 
with poe wun SOP cans SR one IER 


CARDS & DISPLAY RACK 


$33.84 1 BUY 
: * Ai DISPLA 


\ 








Securely fastened to Return this ad to Goodell Co. 
Dept. H with jobbers name for 


NEW heavy gauge cards FREE SAMPLE of the market 
leader for ‘60 


SEE YOUR JOBBER SALESMAN—ASK TO SEE THE GOODELL LINE! 


ff Pm hog Stock and Sell be- ; 


Antrim, New Hampshire 








